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This stockholder is sizing up a company through its 
financial report. As she reads, she looks at more than facts and figures she 
reads between the lines. The report will impress her more favorably if the mes- 


sage is presented clearly and in good taste; if the pictures are well printed; if 


the paper has the appearance of quality. Whenever a company shows respect 
for a reader through this kind of attention to detail, that company will win 
respect in return. Respectful printing begins with a good printer. See him carly. 
Most likely he'll recommend Warren printing papers, because he'll get better 
results and so will you. §. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 








114 East 47th Street, New York 17, N. Y. — YU 6-8565 





NEW YORK LIFE 
GETS INQUIRIES 


Leads (or inquiries) are the bread 
and butter of an insurance firm. The 
direct mail recipient’s attention is a 
constant problem, since every one at 
one time or another has received let- 
ters, cards, pamphlets from insurance 
companies. The eye-catching and con- 
venient Card-velope format has helped 
New York Life bring in inquiries from 
prospects in all walks of life. 

Tested with a “retirement 
offer, the original Card-velope drew 
a good response, and was repeated 
Since then Card-velope formats have 
inguiries for “college 
“family protection 


plan” 


pulled educa- 
tion” 


programs.’ 


plans and 


If you'd like to see a sample, we'd 


he glad to send one 


CORNING CLEANS 
LISTS AND 
IDENTIFIES CUSTOMERS 


The advertising and sales promotion 
department of Corning Glass Works 
(Corning, New York) recently made 
their first attempt to clean their cus- 
tomer-prospect list. Prior to this two- 
part effort, the only attempt to keep 
the list updated was through Form 
3547 

A Card-velope bearing caption: “Will 
you help us, please?” was mailed to the 
list and drew a 40% return. A second 
Card-velope bearing caption: “May we 
send you this new PYREX catalog?” 
and showing photo of the 360 page 
8% x 11 volume was mailed. With 
only 3 weeks returns in, 25% of those 
not responding to the first appeal have 
returned cards. 

The mailing actually had a double 
purpose. Corning also wanted to iden- 
tify prospects as to type of job and 
direct mail advertising could be pin 
pointed to them. Each return card on 


the Card-velope carried 8 different job 
classifications and 7 different places ol 
business. Recipients were asked to 
check off one box under each heading 

Cooperation from prospects and 
customers has. enabled Corning to 
achieve their dual goal, eliminating 
expensive waste circulation on the 
catalog (which costs over $2 to print) 
and pinpointing the market 

Send for a sample 


SELLING SPRINGS 
BY MAIL 


Dan Morris of Select-A-Spring (61 
East 11th Street, New York 3, N. Y.) 
writes his own copy for his mail pro- 
motion, and while returns percentage- 
wise aren't astounding, the monetary 
results are. 

Dan sells springs to hardware stores 
in all parts of the country. He sells 
entirely by mail. His offer gives the 
recipient a free cabinet and display 
board for ordering one of four  as- 
sortments of springs. While he makes 
money on this offer, increased profits 
result when hardware dealers reorder 
springs for depleted display boards. 

He uses Card-velope for mailings 
to prospect lists, which are prepared 
by a list compiler. One Card-velope 
offers a utility assortment of 525 
Springs for $39.98. Another offers 
640 springs for $49.98. 

In September he mailed 
38,000 Card-velopes to this outside list 


about 


25,000 on the $39.98 offer; 
13,000 on the $49.98. So far, returns 
are 6-1 in favor of the former. (Ac- 
tually 3-1 since about twice as many 
were mailed.) 

Dan Morris keeps his own list of 
customers who own the display racks 
and cabinets. However, these names 
are not screened from the outgoing 
list provided by the compiler. A check 
box on the return card gives previous 
buyers of the Select-A-Spring unit 
a chance to order more springs and 
Dan reports that considerable business 
comes in through this channel. 

Prior to using Card-velope, which 
he tested in 1959, Dan used a return 
card and catalog sheet in an envelope. 
He has also used a non-sealed self- 
mailer. Neither of these vehicles pulled 
as well as Card-velope which he feels 
is more convenient and easier for the 
recipient to use. 

Write us for samples of these Card- 


velopes. 


TV GUIDE 
GOES HEAD-HUNTING 

IV GUIDE magazine recently pros- 
pected for new subscribers via a strik- 
ingly beautiful four-color Cardvelope. 
It's done an exceptionally good job 
for them in prospecting, and in their 
renewal series. If you'd like to see 
samples of this particular application, 
let us know. We'll be happy to send 


samples 
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The Tempo Geha 250 DA opens up a wide 
range of possibilities in the production of 
all types of office printing such as office 
forms, letterheads, bulletins, cards, etc., in 
cluding color work SOURCES OF SUPPLY 


NAMES rHe NEWS 


You'll be delighted with the “print-like 
copies produced in your own office with Froxr Porcu ScurrLesutt—by Henry Hoke 
regular personnel. Its automatic features 
assure simplicity of operation, quality con 
trol at all stages of the run. Cleaner to use 
too, because hands never come in contact FEATURES 
with ink. And the built-in ink cartridge 
is as easy to change as a ball-point pen 
DMAA Awarp WINNERS 
TEMPO -TRONIC—electronic stencil-making 
machine. Electronically . 
makes stencils to fit PETE) 
any duplicator by auto 
matic scanning pro Neepep: A Positive CLimMate For Postar Arrears —-Pete Hoke 
cess — direct from any 
master copy including 
photos, drawings, art Creitinc UNLIMITED 
hand or typewritten 
material 


HUMOROUSLY SeLLS TRANSFORMERS 


How ro CoxnrrRoL YOUR SELLING STYLE Len Quenon 


ASK FOR FREE DEMONSTRATION of the > , BP nl 1B 
250 DA in your office without obligation. Pin You Rare a Trrie Carp CeCe ESO N 
coupon below to your letterhead and mail today 
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TEMPO. WW. McGregor 
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MILO HARDING COMPANY 
Established 1904 
Monterey Park, California 
Los Angeles « Pittsburgh « San Frarcisco 
Washington, D.C. « Mexico D.F. and dealers everywhere 


I MILO HARDING CO 


193 Tempo Bldg., Monterey Park, Calif The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Garden City, 
L. |., New York. Subscription price is $6.00 a year. Second ciass postage paid at Garden City, 

Arrange 250 DA demonstration N. Y. and New York, N. Y. Copyright 1960 by The Reporter of Direct Mail Advertising, inc. The 
Send 250 DA literature Reporter is independently owned and operated. In addition to thousands of regular subscribers, 
Send Tempo-tronic information all Members of the Direct Mail Advertising Association, 3 East 57th St., N. Y. 22, N. Y., receive 
The Reporter as an Association service. Part of their annual dues poys for a subscription 
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Announcing A Most Unusual 


JANUARY 


issue 


For the past six months, weve been quietly gathering unusual direct 
mail for a January 1961 issue Feature to be titled: How To Make Your 
Direct Mail More Interesting. Our plans are ambitious to present you 
with an eye-opening, idea-starting “handbook” of what's being done in 
the area of dimensional formats in direct mail. 


e snow, disc uss, Cost and anaiyze many dozens of ways direc mai 
We'll st 1 t i | 1 f 1 t | 
advertising can stand up and be noticed in the morning’s mail. Where 
possible, we'll include results and comments from the creative minds 
behind some of these dimensional projects, We’re going as far as we can 
proj going 
in helping you build a source file for creating exciting programs, for 
locating exciting formats, product miniatures, and for lack of a better 


word, gimmicks. 


Our editorial schedule for January calls for the following articles: 


Showmanship of Realisn to explore the need for 
exciting direct mail 
Where Is The Dimensional Headed’ opinion of leader: 


medium, both pro and con 


Envelope, The First Impression 
be gained by shape, size and 


val Use of Business Cards 


ama of Matchbook Covers 


Of course, this is only a partial list. There will be a lot more material 
covered that we don’t have room to describe here. We'll talk about 
unusual formats, visual and audio devices, techniques that aim at the 
senses of taste. smell and touch. 


That's where you come in. We have a wealth of material, but we want 
to be sure the story is as complete as possible. We want to have every 
available device and format at our fingertips so that we can present 
you with the most complete factual accounting possible. 


Send us your unusual mailing efforts. the ones that entailed die cuts, 
pop ups, unusual envelopes, gadgets. and so forth. We're interested in 


how you produced it, where you got the idea, what problems you had, 


and the results you achieved. 


Don’t hesitate. Put your mailing pieces into an envelope and send them 
to us now. And thanks so much for your help. 


Cordially, 


The Editors 





INSIDE 
OCCUPANT MAIL 


QUESTION: WHAT IS THE BESI 
WAY TO MAKE A “SPLIT MAILING”? 


ANSWER: Several methods are used by 
different retail advertisers, but no matter 
which method is used, we still call it a 
‘split mailing.” 


Basically it’s simple, just divide the 
mailing into groups which are mailed at 
different times. The result is elusive; a 
higher level of store traffic over a longet 
period, thus avoiding the added expense 
of special handling caused by a sharp 
sales peak. Here's how 


1) Mail only into the area immediately 
surrounding your store the first week; into 
a larger area further from your store the 
second week; an even larger area further 
out the third week, etc. As each area 
mailed gets further from the store it 
should increase in size 


Past experience shows that the result 
ing percentage of store traffic per pieces 
mailed decreases proportionately as dis 
tance from a retail store increases. There 
fore, since each area mailed increases as 
it gets further from the store, the result 
ing amount of store traffic remains con 
stant 


> 


2) Mail to all the addresses on streets 
beginning with A, B, C, or D, for the first 
mailing. E, F. G, H, I, for the second, etc 


A mailing area consists of postal zones 
or sections thereof. Therefore, each mail 
ing goes to a given portion of potential 
customers in any given section of your 
trading area. This method gives you every 
possible benefit of word-of-mouth adver 
tising, and results in approximately equal 
store traffic from each mailing. In effect 
each mailing interlaces your trading area 


The trading area is the retail store’s first 
consideration. It must become as familias 
to the retailer as his own store. Once the 
trading area is cultivated, understood, and 
made to grow, it will provide store traffic 

which is the retailer's life-blood 


Store traffic is continuously harvested 
by the astute retailer through his most 
direct media Occupant Mail Adver 
tising 

By the way, don't forget to send for 
your free copy of “How to Think About 
Occupant Mail Advertising.” Authored 
by Will Storing, a pioneer in Occupant 
Mail 


Sincerely 


Les Cullman 


President 


A 


CUPANT MAILING LISTS OF AMERICA INC. 


239 N. Fourth St., Columbus 15, Ohio 


moe Fl COU A R 


a 


» welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224 - 7th St., Garden City, N. Y. 3 


bi _ 
OUR OLD FRIEND R 


Reporter 


course student, has resigned from the 


\ Mitchell 
Jr.. long time reader and 


public relations staff of Hawan Em 


ployees Council, where he has handled 
direct mail promotional material for the 
past seven years. He has hung up his 
hat at Edward Enterprises, Inc., 741 S 
Queen St., Office 
president and 


Honolulu Il, Hawan 
door lists him as Vice 
director. He'll be active in_ furnishing 
creative advice and services to printing 
customers. If any of you want to make 
contact with direct mail affairs in_ the 
fiftieth state, Mitch is the feller to see 
or communicate with. He has attended 
t number of DMAA conventions 
e@ede 

DIRECT ADVERTISING distributed 
to housewives at supermarkets seems to 
be catching on. Saves postage and mail 
ing costs for national advertisers. If you 
want the story of how plan has been 
tested for the past twelve months, what 
markets are now covered, write to The 
Arthur Lipson Supermarket 
Distribution Division, 1420 Walnut St., 


Agency s 


Philadelphia, Pa 


eee 

DURING PAST MONTH our stack 
of single-sheet letters concerning direct 
mail rackets was two inches high. Dis 
couraging to read the stuff after all the 
years of fighting against frauds 
after all the 
postal inspectors, Federal 
Better 
As fast as one set of racketeers is driven 


good work on part of 
frade Com 
mission and Business Bureaus 
under cover a new group appears 
The new set of homework mail order 
franchise operators are bolder than ever 
aided and abetted by shoddy mail ordet 
journals; “product testing” outfits are 
making big mailings; there’s a rash of 
We've 


been trying for the past several years 


foreign import mail order deals 


to put together a feature story on all 
the rackets but the picture changes 
so rapidly we haven't been able to com 
plete it for publication. We may sur- 
prise you (and the racketeers) any month 
now. Incidentally, have any of you re 


ceived that peculiar Dittoed piece con- 


gratulating recipient on being selected 
to represent his state in presenting to 
the Smithsonian Institute newly dis 
covered native hieroglyphics from pre 
Columbus days in the new world? You 
are asked to contribute $10 to help pay 
for presentation arrangements and 
you must not ask anyone else to partic! 
pate. If you should receive a copy, turn 
it over immediately to your local Better 


Business Bureau 
— 
eee 
FUNDRAISING WAS A LIVELY 
topic for discussion at a recent conven 
tion seminar. Sore point brought up was 
use by charitable institutions of pledge 
booklets. These are small, inexpensive 
stapled booklets with pledges written in 
(processed). Plea to enclose donation 
with booklet, or at the very least, return 
Sharp operators follow up 
unsuspecting prospect for 
which he probably has 


Guilt leads many of them 


the booklet 
by dunning 
the booklet, 
thrown away 
to respond to this unethical practice 
Saw a promotion like this recently, but 
was astonished because the copy on the 
letter and the copy in the booklet were 
excellent poignant without being 
weepy, sentimental without being sticky 
Mailer was Institute for the Crippled and 
Disabled, 400 First Avenue, New York 
1, N. Y. Organized in 1917, with an 
excellent reputation. We checked with 
Macy who heads this depart 


Institute has been mailing 


Gardner 
ment. The 
these booklets for many years with good 
results. Usually a stamp is attached for 
recipient’s use. They do not dun pros 
pects for Results 
are good, and complaints are about | 
in 1,500. Mr. Macy tells us samples of 


the booklet and “Jimmy, can you hear 


return of the book 


me?” letter are available if you'd like to 
see them. We recommend them 
eee 

TO ANSWER SEVERAL QUES 
TIONS on another subject: Sorry 
but there is no law or regulation out 
lawing the misuse by recipients of busi 
ness reply envelopes. A number of Re 
evidence to 


porter readers have sent 


postal inspectors and have been sui 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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How Much 


an 


Idea Worth? 


\ 


We can think of a number of examples taken from our 
experience in direct mail and sales promotion that may 
answer this question 


For instance: a mailing to banks to get interest in a 
new piece of data handling equipment. Cost of the mailing 
was $1500. Sales resulting, $100,000. A respectable return 

born of experience plus creativity 


Take a mailing to 700,000 executives introducing the 
jet service of an airline that pulled requests for more 
information from 140,000. Knowing how to draw this 
kind of interest takes experience plus creativity 


Or consider a dealer cooperative campaign that brought 
back as high as $140 to $184 for every dollar spent by 
dealers. Results that come from experience plus creativity 


SERVING 

Dy-Dee Service, Inc 

Eastman Kodak Company 
Industrial Division 

Factory Mutual Research 
Corporation 
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Chase Brass & Copper Company 
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Davol Rubber Company 


LEADERS IN 


You tell us how much it’s worth to achieve readership- 
recall scores as high as 86% among key prospects 
to be rated No. | over all your competitors in your agent 
area... to maintain a steady flow of volume leads for a 
sales force of several hundred men, year after year for 
27 years. To do these things, you have to have experience 
plus creativity 


Dickie-Raymond has specialized in direct mail advertis- 
ing and sales promotion for 39 years. We've had the 
experience. We have the largest creative staff in the busi- 
ness—we can answer your needs for creativity 


BOOKLET TELLS WHOLE STORY: Write for descriptive 
booklet that gives full details on Dickie-Raymond service 

what we do, how we do it, compensation arrangements, 
etc. No obligation. 
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Iron Fireman Manufacturing 
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Depart were ambiguous and didn't specify who turn card or a questionnaire in a hous 


prised to receive replies saying 
ment could do nothing. Here's the situa would act accordingly with what. For a magazine. Funny how questions run in 
time postal inspectors did visit persons cycles. As we've reported many times 
some Congressmen have tried to put once caught stuffing permit envelopes with (particularly in pamphlet “How to Think 
through. But back in another postal unrelated material (but they gradually About Readership of Direct Mail) no one 
| ot tired of checking up on a mail mis can predict for a certainty any definite 


tion: There never was a “law” although 


idministration some friendly officials a 
lowed us to spread the story that owner use they couldn't do anything about. So percentage of return for direct mail 
of business reply permits could print on the crackpots who return your permit All depends on purpose of mailing, tech 
the back flap of their envelopes the fol envelopes either empty or filled with nique used, type of response needed. In 
lowing: “Important Notice—The use of junk are getting away with it at your case of card in house magazine (asking 
this envelope for purposes other than expense for continuance) much depends on close 
the purpose for which it is sent is con ‘ee ness of relationship between company 


eo@e@ 
trary to postal regulations and will bs ANOTHER QUESTION weve been and recipients 
might get close to 100%. If all stranger- 


If all old friends, you 


dealt with accordingly There were isked repeatedly of late concerns anti ; 
other similar wordings. The message cipated percentage of replies to a re prospects, a 10° reply would show fairly 
satisfactory interest. In a recent news 
letter issued by Richard Manville Re 
search, Inc.. 230 Park Ave... New York 
17, N.Y. there was the following an 
swer to the question What ts a good re 
sponse to mail survey? 10% to 20° 
IS an average response 2 50% is con 
sidered a good response. Up in the 40 
S0° response ration—and you're livin 
Yet a recent survey among automotive 


repair shops brought our client, Motor 





Magazine, a 79.1° response; a survey 
were completing for another client gave 
a 78% response (and a long ques 


tionnaire too!) 


IN SPITE OF the mail order rack 
eteers and their phony promises it 
is possible for an intelligent, merchandis 
ing-wise person to become a successful 
mail order operator. That’s how all the 
present-day successful people got that 
way. By starting intelligently. If any re 
sponsible person seeks your advice, tell 
them to consult their local Department 
of Commerce office or write to the De 
partment in Washington. Ask for two 
revised Small Business Bulletins (num 
bered 3 and 6). One is titled: “Selling 
By Mail With Limited Capital” by 
Joseph H. Rhoads, Office of Distribution 
Sf 2 71 da y O Uu VY Wl 2 S J a . 2 O V1 U. S. Department of Commerce. The 

o Cc other, “Mail Order Selling” by Richard 
e LD. Millican, Associate Professor of Mar 
. O lo r fu / & Pi / a / 7 O ima Yr y keting. University of Hllinois. Both are 
- valuable for their outlines of how to 
vet information 
Want an inexpensive full-color sales letter—or Christmas Greeting? ai 
Use Arthur Thompson & Co. letterheads illustrated with colortul sea- eee 
sonal designs for Fall, Thanksgiving and Christmas ANOTHER PENCIL COMPANY is 
plus 7 steel- working the “wrong order” pitch and 


there are 40 different letterheads from which to choose 
re re oro ) *membe 
engraved designs. Just a one-color run to imprint your message is all should be stopped pronto. Remember, 
we reported several months ago that a 

that is necessary. You also may be interested in the wide selection of 
pencil company in Yonkers, New York 


full-color Christmas Cards (including the popular high-gloss type) and 
ns had been mailing unknown numbers of 


* colo ; as envelopes matching 14 of the letterheads 
the colorful Christmas enve ps matc B . . letters saying that an order had been 
How to order? Call your nearest Arthur Thompson distributor filled incorrectly and recipient’s name 


cities everywhere or write us direct for further information imprinted instead of person who had 
actually ordered? Pencils were offered 


at a “bargain” with a premium thrown in 
It was all unadulterated malarky. After 
ARTHUR THOMPSON & CO. publicity in The Reporter and prompt 


109 MARKET PLACE BALTIM 
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GOOD TRY, *. 
' Smedley 
: but there are 
.. more fective } 
ways tocul : 
TASS Maing: 
COSTS xe" 


Inexpensive, yes ...but, frankly, smoke signals are not so hot as a solution for getting the most out of 
sales promotion dollars. If economy’s a necessity,-and quality a must, consider the frugality with a 
flair imparted by wayLite lightweight printing papers. 
LIKE VALUE? WAYLITE lightweight printing papers are thin and strong. You get more paper for your dollar. 
LIKE QUALITY? WAYLITE is a truly white paper. Halftone reproductions are rich. Type is crisp. Every 
inch is luxurious to the touch. And WAYLITE is as opaque as papers twice its weight. 
LIKE POSTAGE SAVINGS? Mailing pieces printed on WAYLITE lightweight printing paper can save you 
hundreds, perhaps thousands of dollars in mailing costs. 
WAYLITE lightweight printing papers stand alone in lightness, whiteness and strength. Heads-up execu- 
tives are getting the facts on WAYLITE. Are you? For samples and a handy, enlightening cost-comparison 
chart, write: Olin Mathieson, Ecusta Paper Products, Pisgah Forest, North Carolina. 


Wayl i t e LIGHTWEIGHT PAPER 


Lightweight Saves 
Yet Weight 
OLIN MATHIESON Opaque Postage 


Packaging Division + Ecusta Paper Products 





action by National Better Business Bu 
reau attorneys tor company agreed 
to discontinue campaign (although it actu 
ally was successful in catching the suck 
ers). But now another outfit has revived 
the same deal. using approximately the 
same copy. If any of you receive or sec 
a letter from United States Pencil Co 
100 Fifth Ave... New York 11, N.Y. of 
699 W. Lane St 


offering 100 mistakenly 


Shelbyville, Tenn 

imprinted pens 
at 19% send copy immediately to 
National Better Bureau, 405 
Lexington Ave New York 17, N.Y 
attention of Mr. Van Miller. We under 


Business 


stand that mailings have been heaviest 


to persons in the Rocky Mountains areas 


4 NEW LAMINATING PROCESS 
for Thermo-Fax machines has been de 
veloped by Minnesota Mining and Man 
ufacturing Co., 900 Bush 
Paul, 


method 


Avenue, St 
Through the new 
charts 


Minnesota 
papers 
photographs and other written or printed 


letters, cards, 
documents can be laminated with plastic 
film on Thermo-Fax copying machines 


Originals and plastic sheets are inserted 


APPLIES LABELS TO MORE THAN 


19,000 printed piece 


Automatically feeds, cuts, glues and attaches address labels to maga- 
zines, newspapers, tabloids, catalogs and flyers. Applies roll strip 
labels, continuous pack form labels, and tape strip labels pre-addressed 
from your plate, stencil or punched card system. Even applies cut or 


individual labels! Easily adjusted for changes in thickness of piece or 


position of label. 


CHESHIRE 


iE teve] 22°). 7 ee 2) 


The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. RDM-11 


1644 N. Honore St.* Chicago 22, Ill. 


in the machines and emerge a few sec- 
bonded with a 
tough, transparent seal that resists mozst- 


onds later completely 
ure, liquids, grease, and smudges. Aver- 
84% x11” 
document on both sides ranges from 9 
to 12¢ depending upon quantities, pur- 
chased. Process takes less than a minute 


age cost of laminating an 


Ful} information available from the man- 


ufacturet 
— 


e@ee 
IF YOU USE OFFSET, you might 
be interested in seeing Wausau Papers 
Brokaw Opaque 
Offset papers. Contains samples of four 


new sample book of 


different finigyhes in 13 substances, sizes 
available and minimum weights. Inside 
back cover -of the 


booklet carries a 


temperature conditioning chart which en- 
ables user to figure how long it will take 
for newly delivered paper to reach room 
Available free of charge 
Mills at 
Brokaw. Wisconsin. Incidentally, if you'd 


temperature 
by writing to Wausau Paper 


like to see their assortment of text and 
cover papers, they have a sample book 


, 


containing 23 sample sheets, many on 


colored stock This IS also available 
just for the writing 
eee 
FIRST PRIZE in the pulp and paper 
industry division of Financial World’s 
Annual Report Survey went 


to S. D. Warren Company. Their stock- 


Twentieth 


holder annual report was adjudged best, 
and for this, they were awarded a bronze 
“Oscar-of-Industry” trophy presented 
October 24 at a banquet at the Statler 
Hilton in New York. In the pulp and 
paper division, Arbitibi Power and Paper 
Company was runnerup, while Kimberly- 
Clark Company placed third 


S000 reports were entered in 96 various 


Altogether 


categories 
— 


eee 


AD CAMPAIGNS THAT HELP to- 
ward a better understanding of the im- 
portance of railroads are eligible to win 
“The Golden Spike” award from _ the 
Railroad Advertising 
Managers. Advertising that has directly 
helped to 


Association oof 


or indirectly promote rail 
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Finally, a single system automatic typewriter— 
it does its punching and its typing 
all with this one simple standard keyboard. 


BS 








utmoded 
» ] ) ‘ m . 
Ro\ il AY fa stare Corporation, 


for full information on the brand new Royaltyper. 


Product of Royal McBee Corp., World's Largest Manufacturer of Typewriters. 











get the 
professional 
approach 


...to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 








POWODERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 


Oo 0 


Engraving Co., Inc. 


44 West 28th St., New York 1, N.Y. 
MURRAY HILL 9-8585 





freight or passenger traffic is also eligible 
Last year’s Henry Hoke winner, Minne 
apolis Honeywell Regulator Co., utliz- 
ing a series of electric trains to top man- 
agement was given a Certificate of Merit 
in this contest. Entry blanks may be 
obtained by writing to the chairman of 
awards committee, John N. Ragsdale 
Advertising Manager, Association of 
America Railroads, Transportation Build 
ing, Washington 6, D.¢ 
eee 

THERE'S A PRINTER in Chicago 
who'd better start checking his finished 
product or he'll be in his own private 
little depression before long. Received 
a postal card promotion piece from the 
firm recently. It featured a photograph 
of a country road highlighting road 
signs in the foreground. Caption below 
reads: All roads lead to for 
greater savings and better service. Be 
low that complete name of firm address 
phone number, and the caption Fine 
Offset Printing, Dependable Direct Mail 
Service”. Well Mrz 


nothing fine about the printing job on 


Printer, there was 


the card we received. The halftone was 
muddy and streaked, aad the type print 
ing was smudged. Not a very good rec 
ommendation for your services. Like 
the cobbler with ua hole in his shoe 
— 
eee 

AD MAN’S ALLEY titles a new serv- 
ice being offered by American Marketing 
Services Inc.. 610 Newbury Street. Bos- 
ton 15, Massachusetts. The service will 
consist of 12 monthly portfolios each of 
which contains nine different idea serv- 
ices for the subscriber. These aids in 
clude a newsletter, reproduction art, di 
rect mail formats, an idea file, produc- 
tion tips, novelty formats, promotional 
letters, direct mail case histories, and 
either a complete promotional campaign 
or a detailed reference manual on some 
phase of direct mail. Some of the re- 
production art also supplies two color 
separations. Charter subscription rates 
are $100 for the year, or $35 per quarter 
Ful information available by writing 
Dick Hodgson at American Marketing 


Services 
— 


WE WERE GUILTY OF MISPLAC- 
ING credit in an August short note. In 
mentioning an excellent aluminum pro 
motion piece by Reynolds Metals Com 
pany, we gave credit for creation to 
Keller-Crescent Actually K-C 
the piece, while idea, copy and layout 


printed 


were the product of Zimmer-McClaskey- 
Frank Inc., 1010 North Thompson Street 
in Richmond. Ray Canady, program su- 
pervisor for consumer advertising for 
Reynolds, wrote and told us of the slip, 


also sent us a second mailing piece 
which followed up the previous one 
Chis two color tri-fold piece carried an 
illustration of a box wearing a pair of 
glasses. Copy line: “If your carton had 
eyes, what would it see?” Inside, copy 
asks whether carton would see a blur 
of shoppers gomeg past, or customers 
stopping to pick him up. Attached was 
a gold tinted aluminum foil carton used 
by Nucoa margarine, graphically illu- 
strating the use of aluminum ins pack 
aging 
—_— 
eee 

THE BI-ANNUAL SCHOLARSHIP 
grant of $2000 was awarded September 
14 by Mail Advertising Club of Chicago 
to Thomas | Asher, who will attend 
The College of Commerce at DePaul 
University. He will enroll as a Junior 
will receive $1000 during this year, and 
an additional $1000 during his Senior 
year at the school. MAC has been plan- 
ning the scholarship program for some 


time. are happy to see it finally become 


a reality. Young Mr. Asher (r) is pic 
tured accepting the first monthly check 
from George Collins, Promotion Man 
ager of the Brittanica Press, a division ol 
the Encyclopedia Brittanica 
— 
eee 

FUNNY how some small offbeat 
story we slip into The Reporter as a 
filler strikes somebody's fancy and 
thereafter get wider distribution. Early 
this year, we mentioned that old friend 
Howard Hovde, had told us how econom 
ists could analyze periodic production 
and sales of baby pants as a barometet 
forecast business booms or slumps. Stan 
ley E. Wolfe, executive secretary of 
Optical Wholesalers National Assn 
Chamber of Commerce Bldg., Columbus 
15, Ohio, spotted the item and knowing 
Howard Hovde, got in touch with him 
at Coordinated Marketing-Management 
Corp. in New York. Result was The 
Reporter story was blown up with addi- 
tional information in a newsletter of the 
association. Incidentally, Stan Wolfe is 
doing a fine job for his optical labora 


tories members and their salesmen. News 
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international Paper Cut Sizes 


Opens zip-quick! 


New Springhill, Bond, like most International Paper business papers, 


comes to you in a handy junior carton with pull-tape opener. 


TEW Springhill Bond is ream-wrapped 
N and packaged 8 !2 ‘x1 L”and8'%"x 14" 
in a junior carton that opens zip-quick. 

Most International Paper business and 
printing papers are now available in 
handy, pull-tape junior cartons, They are 
ideal for small offset duplicating presses. 

These business and printing papers look 
and feel like premium-grade papers, yet 
are priced for volume work. They handle 


well on the press, give excellent printing 


® 


results, ream after ream 


Ask your paper merchant to show you 
samples of International Paper's complete 
line of business and printing papers. 
BUSINESS PAPERS + New watermarked 
International Bond, Mimeograph and 
Duplicator + Springhill Bond, Mimeograph 
and Duplicator. 
PRINTING PAPERS - 
Ticonderoga Offset 
International Ti-Opake 


Springhill Offset + 
* Ticonderoga Text * 


All are available in ndy pull-tape junior cartons 


INTERNATIONAL PAPER 


FINE PAPER DIVISION « NEW YORK 17, N.Y 





i advertise 


YOUR MAILING LISTS 


in this magazine 


Let us help you earn extra income from the rental of your 
customer and prospect names to companies not competitive 
to your line of business. You can earn $15 - $20 per thous- 
and-names-rented. This could be your answer to rising 
costs, to help defray the cost of building and maintaining 
your lists 

Many, many readers of this magazine are in the market for 
new sources of names every week of the year. Your names 
may be just what they are looking for to sell magazine 
subscriptions, quality products to consumers and business 
executives, quality business services of every description. 
Make these pages a prime source of contact 


HOW TO GET AN INQUIRY—tThe headline of your ad 
should state specifically the kind of people on your list 
and/or what they have bought or inquire about. For ex- 
ample: Buyers of Expensive Gifts; Subscribers to ABC En- 
gineering Gazette; Inquiring Prospects for “X" Business 
Service. You should state the number of names you have 
on each kind of list you are offering, rental price, how 
names were acquired, when acquired (age), whether your 
list is on plates, stencils, labels or must be addressed from 
cards, and give some idea of what your customers buy 
from you, (unit of sale) or what your inquirers inquired 
about 


YOU WOULD DO WELL TO WORK THROUGH A 
BROKER— The details of rental (order handling, follow- 
up, payment, security) will be easy if you work through a 
qualified list broker (see our Direct Mail Directory in back 
of this issue under Mailing List Brokers). They can advise 
you in so many areas of pricing, amount of use your list 
can stand, who should be able to use it, how to handle 
your list. They will secure samples of proposed mailing 
piece to be addressed to your names so that you can ap- 
prove or disapprove the order. You are always in control 
of who uses your list. Yes .. . brokers can be invaluable 

. can bring rental business to your door, regardless of 
any advertising you do here. But advertising does bring 
your list to their attention in the first place, reminds them 
that it’s on the market and at the same time, informs 
rentors (many of whom the brokers are in close touch 
with) that you have a list on the market that they should 
test. Matter of fact, will be glad to send you tearsheets 
showing a wide variety of typical list ads that have run 
in our magazine that you can use as a guide 


ADVERTISING RATES: 


Spoce 12 Times 





Full Page 

Two Thirds Page 

One Holf Pg. (island) 
One Half Page 

One Third Page 

One Sixth Page 

One inch 

Inside Cover 

Bock Cover 

2 Page Spread 











Rotes Based on 11,000 Distribution 


) ay 


Reporter of Direct Mail Advertising 
224 Seventh Street, Garden City, L.1., New York 


( ) Please send us teorsheets of typicol list ads. 
( ) Ceontoct us immediately abeut our list od 


Name 


Company 


Address 


City 


Zone Stote 


—— a oe ee ee ee ee ee ee ee ee ee ee ee ee ow ee ee ee ee oe oe oe oe oe 





letters packed with information. Silver 
dollar stunt for last convention sounded 


exciting 
—_— 


e@ee 

MIMEOGRAPHING CAN NOW BE 
a lot easier to prepare, thanks to a new 
white mimeograph stencil developed by 
Frankel Manufacturing Company of 
Denver, Colorado. By typing with Frank- 
el’s Super-Kemlon ribbon directly onto 
the white stencil copy can be clearly 
read for accuracy, and elimination of 


misspelled words and punctuation errors 
Even though typing through a ribbon, 
manufacturer claims mimeo printing will 
be sharper and cleaner than ever be 
fore possible. As many as 15,000 copies 
are possible from one stencil 
a 
eee 
AND FOR THOSE OF YOU who do 
err while using the white stencil, A. B 
Dick has just developed a white cor- 
rection fluid for use with these stencils 
Available through Dick distributors or 
from the main office at 5700 West Touhy 
Avenue, Chicago 48, Illinois 


eee 

DIRECT MAIL DAY in New York 
has been scheduled for May 2nd at the 
Hotel Commodore. Thanks to Felix 
Tyroler for the early-bird notice. Hope 
that this year, other cities planning di 
rect mail days will choose some other 
date. Last year, Chicago, Philadelphia 
and New York all fell on the same day. 
spreading top speakers thin. Non-con 
flicting dates not only allow each city 
to have the very best talent on the ros 
trum—and permit eager beavers in the 
field to hop to different cities to cover 
the meetings—but they also allow The 
Reporter to adequately cover each one 


in depth 


eee 

STRANGE, HOW A TOP NOTCH 
campaign can start a ball rolling. Last 
year’s General Foods Cookbook cam- 
paign was a wonderful mail order pro- 
motion that sold a half million books 
the first time (to the best of our knowl- 
edge) that a solo cookbook offer had 
ever succeeded. Now a leading publisher 
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ENVELOPES CAN MAKE A DIFFERENCE 





Another reason for 


SWITCHING 


Now, Tension offers another 
new adhesive — Tropic Flat 
Seal Gum which completely 
eliminates presealing and flap 

curling that cause costly enve- 
lope loss. Only a direct applica- 
tion of moisture can activate 
this gum. No tacking, no curl- 
ing. Flaps with TFS gum stay 
flat for trouble-free inserting, 
metering and press feeding. 


The national market served 
by Tension dictates the need 
for many gums to fit any 
humidity conditions. At 
Tension, the necessary re- 
search and engineering to 
develop the right adhe- 
sive for the right job is 

a full time operation. 
Our complete line of 
adhesives are superior 
because they are tested 

to satisfy the most 
severe conditions. 


See for yourself! 
Mail coupon today 
for free samples. 





of a woman's service magazine is trying 
to market their own cookbook via the 
method. Amazing similarity in 
format—four color broadside, four page 
letter, return envelope and coupon. Art 
treatment and copy sound vaguely rem- 
iniscent, too. But where General Foods 
had offered premiums with their cook- 
incidentally), the 
temptation 


Same 


books (same price, 


magazine couldn't resist the 
to use the time-worn savings stamp g!im- 
mick. A source close to the project tells 
us the campaign is profitable, although 
exact percentages aren't available. 

—_— 


e@ee 


THE ISLAND INN is a new restau- | 


ant recently opened up in Old Country 
Road, Westbury, N. Y. Unusual feature 
of the new establishment is their John 
room, laid and furnished in 
the Elizabethan with 
bartenders and waiters. Those who ap- 
plied for credit cards to the John Peel 
mail ac- 


Peel out 


mode costumed 


Room received this unusual 


knowledgement. written in archaic olde 


English style. 
M’Lord 


John Peel hath decreed abfolvtely 
unneceffary the jingle of punds and 
pence in his publice houfe. 
hand seal has been regiftered with 
the counting houfe and is enclofed. 
It will be honoured for all food and 
libations hence forth confumed. 


Excercise the writ frequently. It 
will, we truft, bring to your lord- 
fhip much good cheer. 


With of greeting you 


soon, 


anticipation 

I remain, 
Your obedient servant, 
Walter B. Dickinson 
Publican. 


— 
eee 

] PITTSBURGH BASEBALL CLUB 
found a unique way to save postage in 
handling unfillable requests for World 
Series tickets. Using a loophole in an 
obscure postal regulation . . . club ex- 
ecutives simply refused all envelopes 
containing orders after tickets were ex- 
hausted. They rubber stamped on en- 
elopes, with hand pointing to corner 
card: “Return to Writer . . . Sold Out.” 
Since envelopes carried first class post- 
age, post office had to return without 
payment of additional postage. 


JJ 
[]) ALTHOUGH WE ARE OPPOSED 
to strict regulations of sizes in mailing 
pieces . . . some of our small-catalog- 
mailing friends would be much better 
off to enclose in envelopes rather than 
using the self-mailing technique. One of 
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ENVELOPES CAN MAKE A DIFFERENCE 


now! 
WV ELOPE-FLAPS 
THAT WON'T SEAL 


Until you wont them 1 
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Another Reason for 


STICKING 
WITH¢ 


Now, Tension offers another 
new adhesive — Tropic Flat 
Seal Gum which completely © 
eliminates pre-sealing and flap 
curling that cause costly enve- 
lope loss. Only a direct applica- 
tion of moisture can activate — 
this gum. No tacking, no curl- ~ 
ing. Flaps with TFS gum stay 
flat for trouble-free inserting, 
metering and press feeding. 


The national market served 
by Tension dictates the need 
for many. gums to fit any {| 
humidity conditions. At | 
Tension, the necessary re- 
search and engineering to 
develop the right adhe- 
sive for the right job is 
a full time operation. 

Our complete line of | 
adhesives are superior ~ 
because they are tested 
to satisfy the most 
severe conditions. 


See for yourself! 
Mail coupon today 
for free samples. 
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INCREASE 
Your Sales 
Sell To The Dynamic 


» METALWORKIN 
INDUSTRY 


Now available! Direct Mail lists covering all types of metalworking 

plants . . . machine tool users, stamping and fabricating plants, 

foundries, structural steel fabricators, manufacturers of finished metal 
products, etc. . . . S.I.C. selection! Choose the type and size plants you 
want to reach! Select the area you wish to cover! All lists are zoned for 
speedy postal handling and delivery! Catalog describes complete service. 


Active Circulation Procedures Assures Accuracy & Vitality of Lists 
Write or Phone for Your FREE Copy 


DIRECT MAIL DIVISION OF — 


Industrial Machinery News 


16237 Meyers Rd. Detroit 35, Mich. 
Phone: UNiversity 3-5811 
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DO YOU SELL 
TO THE CONSUMER 
by Direct Mail? 


If you are interested in tested and proven household offerings, 
currently used by MAIL ORDER houses—DIRECT MAIL companies 
and Large DEPARTMENT STORES—write—wire—or phone us. 


Material and Full Information On a Wide Variety of 
Successful Items Will Be Available to You — 
Without Obligation. 


ALTHEIMER & BAER '%’. 


4 @ 400 North Wells Street 


| PRODUCTS 





ALL TIMER 








@® Chicago 10, Illinois 











you would be embarrassed to see the 
condition in which your catalog of plant 
and office equipment reached us this 
last month. One-third top of front cover 
torn off; stitching torn loose. The un- 
sightly mess defeated purpose of mailing 
e@¢e 

A UNIQUE OFFSET PLATE pro 
cess, which saves metal through multiple 
re-use, has been introduced by Printing 
Developments Incorporated, a wholly 
owned subsidiary of Time, Inc., Time 
& Life Bldg. New York 20, N.Y. Known 
as M-R-X (Metal Reuse X-Times) the 
process features a new type of pre-treated 
metal plate and special chemicals which 
make it possible to use plates over and 


over again. Metal is saved by application 
of an M-R-X Image Remover and Metal 
Conditioner which remove old image 
and recondition the plate for additional 
use. There is littke wear on the metal, 
according to the manufacturers. PDI 
claims that material cost savings range 
from 31% to 58% for M-R-X plates 
based on four time re-use of metal. Full 
information on this process available by 
writing PDI at above address 

— 

o@ed 

rHIS YEAR’S PROMOTION for the 

Miss Rheingold of 1961 election was 
the best yet. Especially attractive was the 
colorful 10%” x 13”, 20-page brochure 
issued by Liebmann Breweries, Inc., New 
York, N.Y. First eight pages told the 
story (in Life style) of the history of 
the promotion, pictured the twenty one 
past winners and how contest is con 
ducted. Rest of piece devoted to telling 
about this year’s candidates. Each has 
a page to herself with a nearly life-size 
head and shoulders photo and an inti- 
mate biography as a caption. Hope all 
of you saw or obtained a copy of this 
excellent “Miss Rheingold Story.” 

—_ 

e@¢e 

CAN’T HELP poking a little fun at 

our friends in New York Employing 
Printers Assn. (461 Eight Ave.. New 
Lork 1, N.Y.). Just issued is their 95th 
Anniversary Annual Report . a 16- 
page, 7” x 10” booklet stitched on nar 
row edge: printed in black with green 
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heads on 120-pound stock. Our criticism: 
The graphic arts industry and direct mail 
experts have long crusaded for more 
humanized and dramatic annual reports 
Most cor- 


sparkling in 


[he crusade has succeeded 
porate reports 
showmanship, eye-catching in layout and 
have pictorial descriptions. The NYEPA 


today are 


would be expected to produce a striking 
example of the modern style. But in 
stead, it’s nearly solid mass of black 
type with only a few interrupting small 
charts. And the copy 
what could charitably be 
stuffy.” Next friends, let down 


your hair and show the folks what can 


is inclined to be 
described as 


year, 


be done in planning and producing an 


annual report 
— 


eee 
Ik THE FARM MARKET is impor 
tant to you, write to Wildrick & Miller, 
Rockefeller Plaza, New York 
and ask them to send you their 


Inc., I 
20, N.Y 
recently published 6” x 9”, 36-page book- 
let titled “10 Years Later Sull Fewer, 
W&M is an advertising 
agency specializing in approaches to the 
market. This booklet 
describes what changes have taken place 


Larger, Richer.” 


farm interesting 
in the last ten years and what's to be 
expected in the future. Much valuable 
statistical information. In describing vari 
ous ways to reach the farmer, down-to- 
earth direct mail is recommended: “For 
the farmer reads his mail! It continues 
to be a most vital link in communication 
ivailable free 


to farmers.” Copies are 


to Reporter readers 
e@¢e 
CIRCULATION MAILINGS are get- 
ting sillier according to some Reporter 
readers who recently received a com 
bined offer on 36 different 
letter was a 


magazines 


Attached to a 
sheet of 36 full color, perforated ad- 


two-page 


hesive stamps with savings “up to 50°.’ 
Total combined savings of all thirty-six 
amounted to $100.93. To subscribe for 
any of the magazines offered . re- 
cipient must detach proper stamp ani 
attach to impressive-looking “credit O.K.” 
(But stamps were 


orders for 


certificate order blank 
not required if additional 
friends are placed.) Seems like a too 
complicated and not too sincere a pitch. 
And as we've said before, these half- 
price offers weaken arguments against 
increased second-class postage rates. The 
discount is far greater than any sug- 
gested rate increase 
a 
eee 
CONGRATULATIONS to Jim Proud 
and the Advertising Federation of Amer- 
ica for refusing to get involved in a 
name calling contest with the few poli- 
ticians who have cast oratorical slanders 
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JUSTOWRITER’ CUTS 
PRINTING COSTS 


Any typist becomes a 
skilled typesetter when 
she uses a Friden 
Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 
check and a punched 
paper tape. The rest 


of the job is automatic. 


The Justowriter can save you 
money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information, 


eee . 


COCO OHe Tee Meese esiaonce 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation... 


Automation so hand-in-hand 


with practicality there can be 


no other word for it! 


Pra 4 oh 7 
A New Wo 
‘ner Basle 
e* ® 
FR 8-10 


FRIDEN, LINC.. SAN LEANDRO, CALIFORNIA, SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. & WORLD 





TINY in size 
TINY in price 
BIG in 


these 
perfectly 


ippeal 


popular 


NEW 
screwdriver 


scaled- down ¥\ (not shown) 
MINIATURES 


REALLY 


jack 
knife 


Authentic metal exact 
detail; fascinating to use 
mintatures are cast 
one perati n by 
patented “INTE! 
anisn r 
special small parts t rder; « 
special bulletins 

Write, wire, phone TODAY, for 
samples and prices of GRC metal 
miniatures. 


REPRODUCER CORP 


World’s Foremost Producer of Small Die Castings 
11 Second St., New Rochelle, N. Y. NEW Rochelle 3-8600 


brass plated 2 die casts and molds 


“ 
\ claw-hommer 








METHODOLOGY" 


is a three step approach to 


mail advertising: 


Planning before Production. 
To see that the most dramatic 
sales story is being presented 
to the most responsive list 

Planning during Production. 
To see that the proper physical 
emphasis is lent to the 
tation without excessive costs. 


presen- 


Planning after Production. 
To see that a good job will be 


done even better, the next 


time around. 


*(The Science of Seeking the Better 


Way) 
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oN AMBASSADOR 


MAIL 
ADVERTISING 
co. 


2050 Bellmore Avenue, Bellmore, N.Y 
CAstle 1-3300-——BOwling Green 9-0607 











“Madison Avenue.” The AFA is 
non-comba- 


against 
taking a 
tive policy but will continue 
designed program for closer cooperation 
between advertising people and members 
level. If you 


non-provocative, 
its wisely 


of Congress at the local 


haven't heard about “Local Legislator 


Liaison” . get the details from your 


club 


local advertising 


eee 

NATIONAL ADVERTISING WEEK 
for 1961 will be February 5 
to 11. George W. 
vertising and 
Register Co., 
is chairman of the 


celebrated 
Head, 
promotion of Na- 
Dayton, Ohio 
sponsored 


manager of ad- 
sales 
tional Cash 
event 
jointly by the Advertising Federation of 
America and the Associa 
tion of the West 

serving as the task 
Campaign 
mote a positive public 
field. Get 


local ad clubs 


Advertising 
Mc 


force to 


ann-Erickson is 
plan the 
designed to pro- 
of the ad- 
from 


promotional 
image 
your 


vertising details 


e@ee 
ADDRESSING can 
Artist Ray 
Wyn- 


a direct 


SLOPPY 
irritation. We 


cause 
don't blame 
Thompson, 116 Greenwood Ave., 
for being irritated by 
mail appeal he 
supply company 
envelope to Rat 
which Ray considers the last straw 


cote, Pa 
recently from 
lypist had 
Thompson 


received 
a Sanitary 
addressed 


Show this item to all the gals in your 
office who address envelopes. Tell them 
their part 


friend. 


a mistake on may lose a 
customer or a 
_— 
eee 
MOST IMPRESSIVE is a self-adver 
tising brochure received from Joe Schoen- 
plans and copy 
Schmidt Co., 
Milwaukee 16, 


masterpiece 


director of The 
3420 W. Capitol 
Wis. The 28-page 
starts out being unusual by 


inger, 
I FP. 
Drive, 


the absence of the printer’s name on the 
front Twenty-four dif- 
ferent kinds of printing jobs are illu- 
strated and described running from 
small orders for business cards to multi 


colorful cover 


million productions of calendars and 


catalogs. Succeeding pages describe crea- 
tive and production facilities for handl- 
type of printed program. A 
job and certainly worthy of 


ing any 
wonderful 
Industry of 


a Benny in the Printing 


America contest 


ee 
IS YOUR DIRECT MAIL EXCIT- 
ING? Irma executive 
of the St. Joseph County Tuberculosis 
League, 319 S. Main St., South Bend 1, 
Ind. attended Direct Mail Day in Chic- 
spring. She heard some talk 
making direct mail exciting 
then has used more 


Collmer, director 


ago last 
about 


and since novelty 


approaches. Recently she used what 
looked like a sheriff's wanted 
(big black type and photos) to announce 
§2nd annual meeting of the League. Ex- 
pert typographers would cringe at the 


cluttered 


circular 


arrangement but it at- 
attention. In- 
1961 


devoted to the 


tracted a lot of favorable 
cidentally. The January 
The Reporter will be 
making 
have 


send them to us 


issue of 


subject of direct mailing ex- 


citing. If you good examples o1 


ideas, See page 3 


eee 
Ik YOU HAVE 25 EMPLOYEES 
who earn an average of $1.75 an hour 
minutes 
$1859.40 


and they each waste just ‘5 


a day’, the cost to you will be 
year. Or so says a circular dial 


Kelly-Read 
Rochester 5, 


for the 
chart being distributed by 
& Co., 508 St. Paul Street, 
N.Y. who specialize in personnel develop- 
Chart salary scale from 


ment covers 


WHAT DOES IT COS! 
Be eyes employes # 


$3.00 hourly arid anywhere 
Information 


$1.25 to 
to 500 employees. 
chart was supplied by Cincinnati 


from § 
for the 
Time 

work on the 
copy line: “Information on 
cun reduce these human 
asking.” 
writing to Kelly-Read 


Recorder Company. Reversed art 
carries the 


how you 


chart strong 
losses is yours 


for the Copies are available by 
~ 
eed 


AT THE RISK OF 


magazine 


being accused of 


mentioning direct mail too 


often and too loudly, we have to report 
a recent circulation piece received from 
Life. It arrived french-fold, and opened 
up to a 8%” x 10%” four page full 
color folder. When opened, the first page 
shows 6 full color reproductions of Life 
covers against a black background. Below 
Life without :!u 


and each bearing onl 


this, 6 other covers, 


stration, however, 
a short caption. Each of the 12 cove:: 
was die cut on three sides to open It: 
a magazine. The top covers carrica ii 
you've been n>.s" 
turned bac! 


caption: “Look what 
ing!” As the 

yl a full color phets from 
feature that had appeared in Life. The 

below “And take a peel. 

One reading 


cover is 


some 


caption read: 


at what's coming!” cover 
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Politics opened to find the caption “In 
this Presidential year, Life will devote 
an entire issue to U.S. Politics.” The 
cover carrying caption The Space Age 
turned back to reveal message: “Ex- 
clusive in Life—the personal stories of 
America’s sever astronauts.” You ought 
to see this one. 

— 

eee 
[] A TESTIMONIAL FOR CONVEN- 
TIONS was contained in a recent bul- 
letin of the National Association ot 
Real Estate Boards, 1300 Connecticut 
Ave., Washington 6, D.C. Short item 
told about Realtor John B. Swift, Brook- 
lyn, N.Y. deciding to attend his first 
NAREB convention in 1953. Recently 
he told about the experience in a letter 
to headquarters: “Once I arrived at the 
convention, I made a point of attending 
every session that I could. And I came 
back with so many new ideas that I 
can honestly say nothing ever gave me 
so much stimulation. Before attending 
the Los Angeles convention, I had never 
used direct mail advertising for the 
solicitation of listings. Today we send 
out 13,000 requests for listings per 
month. This type of advertising has 
proved many times its worth.” Good 
testimonial for direct mail too 

— 

dee 
] COMPLAINTS about slow mail de- 
livery are reaching us in_ increasing 
quantities .. . even though The Reporter 
has nothing but praise for service it 
receives at and from all points. If you 
have evidence of slow delivery . . . send 
along to us and we'll present to officials 
in Washington. In one recent case, the 
Chicago Business Publications Assn. 
mailed an announcement for a Septem- 
ber 12 meeting on September 6 by first- 
class mail. Bundle was deposited in 
street box in front of office building at 
469 E. Ohio St. Pieces were not de- 
livered until September 16, four days 
after the meeting. They were _ post- 
marked September 15. Only possible ex- 
planation: the bundle must have gotten 
sidetracked between street box and the 
canceling machine in post office. 


Jd 

[] THE FIELD OF PUBLIC RELA- 
TIONS was subject of feature report in 
a July issue of Business Week. It is now 
available in a 16-page, 842” x 11” re- 
print form. You can order a copy from 
BW’s Reprint Department, 330 W. 42nd 
St., New York 36, N.Y. Send along 50¢ 
per copy. It’s a good story of the growth 
of the field, how it’s being operated and 
who is doing what. Since direct mail 
plays such a big part in public relations 
work . . . many of you should be in- 
terested. @ 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 





DIRECT MAIL CAMPAIGNS 


ABBOTT LABORATORIES, North Chicago, Illi 
nois, Mr. W. D. Pratt, Adv. Mgr 

AMERICAN FOUNDATION FOR THE BLIND, 
INC., 15 West 16 St., New York 11, New York, 
Miss Emily J. Klinkhart, Director of Develop 
ment 

BANK OF AMERICA, 300 Montgomery St., 
San Francisco 4, Calif., Mr. Max G. Lindsey 
BUSINESS WEEK, McGraw Hill Publishing Co 
330 West 42 St., New York 36, N. Y., Mr 
Richard H. LaBonte, Prom. Mgr 

CESSNA AIRCRAFT COMPANY, 5800 East 
Pawnee, Wichita 1, Kansas, Mr. Robert Chat 
ley, Dir. of Sis. P. & Adv 

CHEVROLET MOTOR DIVISION, General Mo 
tors Bldg.—2nd fi., Detroit 2, Michigan, Mr 
M. H. Goldman, Asst. Nat‘! Sis. P. Mgr 

DE GEILLUSTREERDE PERS, N. V., Stadhouder 
skade 85, Amsterdam, Holland, C. W. C. L 
Brandenburg, Adv. Dir 

E. |. DUPONT DE NEMOURS & CO., INC., 1007 
Market St., Wilmington 98, Dela., Mr. J. S 
Taylor, Adv. Mgr 

G. E. ADDRESS: E. F. MACDONALD CO., 129 
S. Ludlow St., Dayton 1, Ohio 

ESSO STANDARD, DIVISION OF HUMBLE OIL 
& REFINING CO., 15 West 51 St., New York 
19, N. Y., Mr. T. W. Wilson, Mgr 

GATEWAY TRANSPORTATION COMPANY, 
2130-50 South Avenue, La Crosse, Wisconsin 
Mr. James R. Smaby, V. P. & Sec’y 
GAYLOPD CONTAINER DIV., CROWN ZELLER- 
BACH CORP., 111 North Fourth St., St. Lows 
2, Missouri, Mr. John J. Bertram, Jr., Asst, 
Adv. Mgr 

GENERAL ELECTRIC CO., (Receiving Tube 
Div Owensboro, Kentucky, Mr. William C 
Epstein, Jr., Creative Acct. Superv 

GENERAL MOTORS TRUCK & COACH DivV., 
GENERAL MOTORS CORP., 660 South Boule 
vard, East Pontiac 11, Michigan, Mr. R. T 
Jennings, Mdgseg. Mgr 

THE GLOBE-WERNECKE CO., INC., Ross & 
Carthage Ave., Cincinnati 12, Ohio, Mr. Chet 
Stevens, Adv. Dir 

IBM CORPORATION, DATA PR SSING: 
DIVISION, 112 East Post Road, W Plains, 
New York, Mr. W. Hunter Simpson, Mer. Adv. 
& Pro 

INTERNATIONAL PAPER, SINGLE SERVICE 
DIVISION, 220 East 42 St., New York 17 
N. Y., Mr. Andrew J. Placco, Asst. Adv. Mgr. 
LAKE FOREST COLLEGE, Lake Forest, Illinois 
Mr. Jack E. Ryon, Alumni Sec’y. 

THE LOBSTER RESTAURANT, 145 West 45 St 
New York 36, N. Y., Mr. Myron Linz, Treas 
vrer 

MACK TRUCKS, INC., 1355 West Front St., 
Plainfield, N. J., Mr. A. G. Crockett, Dir. of 
Sis. Develop. Div 

MERCK SHARP & DOHME, DIVISION OF 
MERCK & CO., INC., West Point, Pa., Mr. John 
Wells, Adv. Dir 

MICA INSULATOR DIV., MINN. MINING & 
MFG. CO., 700 Broadway, Schenectady 1 
New York, Mr. D. Coleman, Jr., Sis. Mgr 

NBC TELEVISION NETWORK (3 vols.), 30 
Rockefeller Plaza, New York 20, N. Y., Mr 
Ira Wolff, Mgr. TV Sales Prom. 

NORTHWEST ORIENT AIRLINES, 1885 Univer- 
sity Avenue, St. Paul 1, Minn., Mr. Donald J. 
Ondich, Mgr. 

OFFICE OVERLOAD COMPANY, LTD., 138 
Portage Avenue, E., Winnipeg 1, Manitoba, 
Canada, Mr. James R. Shore, President 
PENNSYLVANIA TRANSFORMER DIV., MC- 
GRAW-EDISON CO., P. O. Box 330, Canons- 
burg, Pa., Mr. Irving R. Isaacs 

PUREX CORPORATION, LTD., 5134 Lancaster 
Ave., Philadelphia 31, Pa., Mr. Isaac Kershaw, 
il, Adv. Mgr. 
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SALES COMMUNICATION, INC., 485 Lexing 
ton Ave., New York 17, N. Y., Mr. Charles 
Kitchell, Assoc. Creative Dir. 

SANFORIZED DIV., CLUETT-PEABODY & CO., 
INC., 530 Fifth Ave., New York 36, New York, 
Mr. F. P. Whitbeck, Adv. Mgr 

SCHERING CORPORATION, 60 Orange St. 
Bloomfield, N. J., Mr. Paul J. Micali. Dir. of 
Adv. & Prom 

SOUTHWEST PHOTOENGRAVERS ASSOC., 
3621 Country Club Circle, c/o Mr. Virginia 
Nichols, Exec. Sec’y, Fort Worth 9, Texas. 

THE SUNDAY SCHOOL BOARD OF THE 
SOUTHERN BAPTIST CONVENTION, 127 Ninth 
Avenue, North, Nashville 3, Tenn., Mr. Robert 
M. Brooks 

TALON, INC., 43 East 51 St.. New York 22 
N. ¥.. Mr. Richard F. Powers, Dir. of Adv. 
TRANS-CANADA AIR LINES, 1060 University 
St., Mentreel 3, Quebec, Can., Mr. J. A. Mc 
Gee, Dir. of Adv. 

TV GUIDE MAGAZINE, Radnor, Pennsylvania, 
Mr. Jules Hoffman, Adv. Prom. Mgr. 
UPJOHN INTERNATIONAL OPERATIONS, 
INC., 320 Portage St., Kalamazoo, Michigan, 
Mr. R. G. White, Ady. Mgr. 

WEST VIRGINIA PULP AND PAPER CO., 230 
Park Ave., New York 17, N. Y., Mr. Harold 
von der Osten 


LOW BUDGET (Under $5,000) 


ALLIED CHEMICAL CORP., NITROGEN DIV. 
40 Rector St., New York 6, N. Y., Mr. Kenneth 
Jordan, Ind. Adv. Mgr. 

CHEVROLET MOTOR DIVISION, (General Mo 
tors Corp.—Chevy Cars & Trucks, Corvair 
Cars), Eastern Region, 1625 Eye Street, NW 
Washington 6, D. C, Mr. R. G. Schulte, Re- 
gional Mgr. 

COLORADO STATE ADV. & PUBLICITY DEPT., 
State Capitol Bldg., Denver 2, Colo., Mr. Lewis 
R. Cobb, Dir 

DIRECT MAIL CLUB OF DETROIT, FREDERICK 
ASSOCIATES, 4490 Cass Avenue, Detroit 1, 
dich., Mr. Fred Hirschman. 

DIRECT ADVERTISING COMPANY, 489! She: 
brooke St., W., Westmount 6, Que., Mr. Jos 
eph Heillig, President. 

ETTL MFG. CO., 1921 No. 12 St., Toledo 2 
Ohio, N. Wilson, Sec’y-Treas. 

FARMERS & BANKERS LIFE INS. CO., Farm 
ers & Bankers Life Inc. Bldg., Wichita, Kansas 
Mr. Wm. M. Quinlan, Jr., V. P., Agencies 
GENERAL ELECTRIC CO., CLOCK AND TIMER 
DEPT., Homer Avenue, Ashland, Mass., Mr 
Edwin C. Pease, Mdseg. Mgr. 

A. C. LESLIE & COMPANY, LTD., 5435 Rayal 
mount St., Montreal 8, Quebec, Canada, Mr 
Edmound J. Cooney 

LESLIE CREATIONS, lLofayette Hill, Pennsy! 
vania, Mr. John J. Leslie, Jr., Pres. 

MASKILL HARDWARE, ADVERTISING LETTER 
SERVICE, INC., 2930 East Jefferson, Detroit 
7, Michigan, Mr. Robert A. Vander Pyl. 
OLIN MATHIESON CHEMICAL CORP., PACK- 
AGING DIV., P. O. Box 488, West Monroe, Lo., 
Mr. Betro S. McRaney, Jr., Sis. Pro. Mgr. 


RUBBERSET COMPANY, 900 Passaic Avenue, 
Newark, N. J., Mr. Edward J. Hamill, Mdge/ 
adv. Mgr 


SLOSS & BRITTAIN, 100 Potrero Avenue, San 
Francisco 1, Calif., Mr. Oliver Smith, Adv 
Mgr 

U. S. TESTING CO., 1415 Park Avenue, Hobo- 
ken, N. J., Mr. Allen F. Maxfield, Sis. Mgr. 


WRVA RADIO, Hotel Richmond, Richmond 12, 
Va., Mr. Robert H. Kline, Pres. 


HOUSE PUBLICATIONS, INTERNAL 


GENERAL ELECTRIC CO., 1 River Road, Schen- 
ectady 5, N. Y., Mr. R. E. Insley, Mgr., Adv. 
Accts. & Chairman “Operation Breakthrough 
60". 

A. & M. KARAGHEUSIAN, INC., 295 Fifth 
Ave., New York 16, N. Y., Miss Margo Strik, 
Publ. Mgr. 

EL! LILLY AND COMPANY, 740 South Alo- 
boma St., Indianapolis 6. Inc., Mr. W. W 
Meese, Art Dir. 

NEW YORK TELEPHONE COMPANY, 140 West 
St., Rm. 1020, New York 7, N. Y., Mr. Alan 
Obre, Mgr. Ed. 


HOUSE PUBLICATIONS, EXTERNAL 


ABBOTT LABORATORIES, North Chicago, Illi 
nois, Mr. W. D. Pratt, Adv. Mgr. 

ALUMINUM CO. OF AMERICA, 150! Alcoa 
Bidg., Pittsburgh 19, Pa., Mr. A. W. Lindsley, 
Editor. 

CHEVROLET MOTOR DIVISION, GENERAL 
MOTORS CORPORATION, Friends Magazine 
3-135 General Motors Bidg., Detroit 2, Michi 
gon, Mr. Carl Uren, Asst. Adv. Mgr 

DEERE & COMPANY, 3300 River Drive, Moline, 
Illinois, Mr. F. E. Charles, Editor 

DETROIT DIESEL ENGINE DIV., G. M. CORP., 
13400 West Outer Drive, Detroit 28, Michigan 
Mr. D. J. Cylmer or Mr. F. G. Kempster 
Superv. Sis. Lit 

DODGE DIVISION OF CHRYSLER CORP., 7900 
Joseph Campoy, Detroit 9, Michigan, Mr. R 
L. Shugg, Jr., Sls., Prom. Mgr. 

FACTORY INSURANCE ASSOC., 85 Woodland 
St., Hartford 2, Conn., Mr. R. M. L. Russell, 
Ch. Res. Engr. 

GENERAL ELECTRIC CO., A. & S. DEPT., Bidg 
23-278, Schenectady, N. Y., Mr. R. O. Strat 
ton, Mgr. Power Dist. Accis 

JOHNSON MOTORS, DIVISION OUTBOARD 
MARINE CORP., Pershing Road, Waukegan, 
ill., Mr. Jerome C. Martin, Sis. Pro. Mgr. 

ELI LILLY AND COMPANY, 740 South Alo 
bama St., Indianapolis 6, Ind., Mr. W. W 
Meese, Art Dir. 

NATIONAL CONCRETE MASONRY ASSOC., 
1018 “Wisconsin Ave., NW, Washington 7 
D/C. Wm. P. Markert, Dir. of Premotion 
ROCHE LABORATORIES, DIV. OF HOFFMAN, 
LAROCHE, INC., Nutley 10, N. J., Mr. William 
D. Gulick, Dir. of Adv 

THE E. F. SCHMIDT CO., 3420 West Capitol 
Drive, Milwaukee 16, Wisconsin, Mr. J. R 
Schoeninger, Plans & Copy Dir 


LETTER CAMPAIGNS 


EQUITABLE LIFE ASSURANCE SOCIETY OF THE 
U. S., 393 Seventh Avenue, New York 1, N. Y 
Mr. Thomas F. Lavin, Supr. of Sls. Pro 
GENERAL ELECTRIC ADV. ACCOUNT, A. & S. P. 
DEPARTMENT, Schenectady, N. Y., Mr. J. J 
Flanagan, Mgr., Measurements & Materials 
Accts. 

KNIPCO ,INC., c/o Room 303, 349 West First 
St., Dayton 2, Ohio, Mr. E. J. (Tex) Erp, Presi- 
dent 

NATIONAL BROADCASTING CO., WESTERN 
DIV., 1500 North Vine, Hollywood 28, Callif., 
Mrs. Helen Murray Hall, Mgr., Adv. & Pro. 

Y & Y PUBLISHING CO., 349 West First St., 
Rm. 303, Dayton 2, Ohio, Mr. John D. Yeck. 


FINANCIAL & STOCKHOLDERS REPORTS 


ALPHA PORTLAND CEMENT CO., Alpha Build- 
ing, Easton, Pa., Mr. W. R. Ingram, Dir., Adv 
& PLR. 

INA—INSURANCE COMPANY OF NORTH 
AMER., 1600 Arch St., Philadelphia 1, Pa., Mr. 
Frank K. Middleton, Sls. Pro. 
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Data Processing Division 


Wins 


GOLD MAIL BOX 


The Data Processing Division of 
International Business Machines has 
won the Gold Mail Box Trophy, sym- 
bol of the DMAA 1960 Direct Mail 
Leaders Competition. 

The campaign, a prestige mailing 
to 500 presidents of top U.S. banks, 
took the form of a hand-made walnut 
tray. Tray frame and first laminated 
rice paper tile comprised the first 





mailing, followed by the other five 


colorful tiles. 


Mr. W. Hunter Simpson, Manager 
of Advertising & Promotion for the 
Data Processing Division, accepted 
the award on behalf of his company. 

The complete story of this out- 
standing campaign was published in 


of The 


1960 issue 


the September 
Reporter. e 


Direct Mail 





Pennsylvania Transtormer Division of 
McGraw Edison Wins Henry Hoke Award 


TRADE CHARACTER NAMED PETEY 


HUMOROUSLY SELLS TRANSFORMERS 


HE secret ingredient in the Petey 

campaigns is humanization—hu- 
manization in the form of a modern 
day Kilroy. Petey (short for P.T. or 
Pennsylvania Transformer) is a 
world traveler, raconteur, or as 
Irving Isaacs describes him, Envoy 
Extraordinaire and Minister Pleni- 
potentiary. This little man who was 
there is a trouble shooter and ambas- 
sador of good will, but first and 
foremost he’s a salesman. 

Petey sells distribution transform- 
ers, the small units that hang on 
telephone poles, and bring power 
into individual dwellings. While 
there’s nothing exciting or romantic 
about distribution transformers, there 
is certainly something challenging 
about Petey’s competition, which in- 
cludes some of the largest and finest 
electrical manufacturing firms in the 
world (e.g. General Electric, West- 
inghouse, Allis Chalmers.) 

In the direct mail program of the 
Pennsylvania Transformer Division 
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of McGraw-Edison, Canonsburg, 
Pennsylvania, Petey is the humaniza- 
tion, or that element of their promo- 
tion that makes customers and pros- 
pects think of something alive and 
vibrant when they think of Pennsyl- 
vania Transformer. As Irving Isaacs, 
advertising manager, put it, Petey is 
the chocolate syrup dished up on the 
plate of nuts and bolts. Petey is the 
catalyst that turns industrial adver- 
tising into an exciting promotional 
adventure. 

“Petey is a most interesting and 
exciting character, “Irv Isaacs said, 
“because he does a lot of things that 
most of us like to do. He likes to 
attend world events, visit romantic 
places, and even attend famous wed- 
dings where he leaves his calling 
card — Petey was here! Petey has 
gone to Monaco for Grace Kelly’s 
wedding; Margaret Truman’s wed- 
ding the same year in Independence, 
Missouri, the Kentucky Derby, the 
Swiss Alps among other romantic 
events and locales. 


“Petey is a private eye. In 1955 
spies broke into the Pennsylvania 
Transformer plant and made away 
with important Pole Star (P.T.’s 
trade name for their transformers) 
distribution design papers. The dis- 
patch case in which they were locked 
was spirited behind the Iron Curtain, 
but fortunately was retreived by 
Petey in a daring pursuit. A dispatch 
case with details of Pole Star’s new 
design was sent by Petey to the direct 
mail reader, who during this cam- 
paign acted as Petey’s U. S. contact.” 

“In 1957 he defied death by diving 
into the dark and murky waters off 
the coast of Nantucket. From inside 
the safe in the Purser’s cabin in a 
sunken oceanliner, he retrieved the 
sealed ballot box containing the re- 
sults of balloting at the International 
Electrical Congress in Geneva where 
Pole Star was voted ‘transformer of 
the year’.” 

Actually two Petey campaigns won 
the Henry Hoke Award this year. 
The first, the V.I.P. campaign was 
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dly pl 





These paint cans- 
of the new VIP point—ectually con- 
tained many flavors of  sourball 
candies, and created a favorable re- 
action among Petey’s customers 


promoting the dura 
V.LP. (Vinyl 
paint finish. 
indepen 


concerned with 
bility of P.T.’s new 

with Inner Phosphate) 
The second (and entirely 
dent) campaign promoted the new 
“Pole Star with the sky-blue top.” 
The sky-blue top has 


qualities new to transformer manu- 


insulating 


facturing. 


The V.1.P. Campaign 


The V.I.P. campaign began with 
a letter from Herold-Lloyds of Lon- 
don, the famous insurance 
firm. Then a full color postal card 
took the reader to the Louvre in 
Paris where Petey 
famous paintings and sent them to 
the U.S. Paint Testing Laboratory 

Paintsville, Kentucky. He did this 
in order to learn the secret of the 
masters which enable their paintings 
to last for centuries. Naturally, the 
secret was discovered and as a result, 
Pennsylvania Transformer introduced 
its new V.I.P. finish. The campaign 
was brought to a close with a parcel 
post mailing of 4 sample cans of 
V.I.P. paint. 
recipients suspected they were filled 
with paint, the brightly labeled cans 
actually contained cellophane wrap 
ped sourball candies in four different 
flavors. 


world 


borrowed some 


Though some of the 


The African Safari 
of wild 


came. Recently he to friends 
from Idlewild Airport that he was 
saving goodbye to the humdrum 
daily routine. He had decided to go 
African Safari. Naturally. 
while he was there. exciting things 
occured which resulted in Petey dis- 
covering a spring bubbling with a 
fantastic sky-blue Upon in- 
vestigation, the liquid proved to have 
the qualities required for insulating 
the covers of the Pole Star Distribu 


Petey is also a_ hunter 


wrote 


on an 


liquid. 


tion Transformers. Various messages 
were mailed out by Petey. One letter 
from the Jungle Gem Hotel in Kill 
buck, Kenya, was mailed from 
Killbuck, Ohio. Another 
from the Safari Sogood Inn in Zula. 
Tanganyika. was mailed from Zula. 
Kentucky. And_ still 
printed on wrapping paper was sent 
from New Kenvansburg. the 


messare 


another note 


village 


named in honor of Canonsburg, 
Petey’s home town. 

Among other things the safari 
campaign produced a treasure map 
and a contest which brought to the 
winners some of the trophies that 
Petey collected during his Safari. Re- 
turn was 20% on the list of 2800. 
Included were a zebra-skin rug, a 
lady’s handbag made from the face 
of a lioness, and hand carved ebony 
figures. Everyone on the mailing list 
received a consolation award from 
Petey—an ebony letter opener hand- 
carved by African natives. 

“Petey’s flying to Africa.” Irv 
Isaacs pointed out, “is not all by 
At the time 
planning the Safari Cam- 
paign, events in Africa were making 


chance, but on purpose. 
we were 


small unassuming headlines in our 


newspapers. However the exciting 
undercurrents and overtones were 
there. We suspected that in short 


while Africa would play an important 


This letter, mailed by Petey from the Safari Sogood Inn in Zula, typifies 
the excitement and flavor of the African Safari campaign. This letter was 


mailed from Zula, Kentucky 





CATER NS 1O AF MOA ® MOST AOVERT 


My Gear sir: 


ted heard of Petey and of his 


Searching Safari at a moment's notice. 


the area he intended to explore. 


To Petey’s friend and correspondent in the United States: 


During his brief sojourn with us before departing in search of the spring with the sky-blue 
liquid, your esteemed friend Petey asked that I contact you if I deemed it necessary to for- 
ward emergency messages of any hind, it is now sy ushappy duty to 4e so, 


As you can readily ascertain, the enclosed wallet is unquestionably Petey's. It was found 

on & seldom-used trail on the Serengeti Plains. Fortunately, the native who chanced upon it 
goal, and thought 

our Safari-Sogood Inn, the closest link with civilisation. 


While making his way here, the native encountered an American soologist who had seen Petey « 
short distance from the place where the wallet was found, The Aserican informed the native 
that he had heard Petey asking some strange-looking natives about the spring -- and about the 
village in which lightning does no hare ~~ and thet the natives blew their tops. 


On the besis of my fairly intimate knowledge of American slang, I surmised from the oative's 
repert that Petey sight be in serious trouble. 
tame, | am acquainted with his world-wide reputation and I have a deep personal affection 
for hia. Therefore, I am most anxious te organize a party to search for him. I have sent 
runners out to advise all hunters in the vicinity to be on the alert, ready to join a 


Though 1 have known Petey for only « short 


However «- and this is most unfortunate ~~ Petey did not leave « copy of the sap showing 

1 know he sent « copy te you. Undoubtedly, you have 

studied the map by now (# eost fascinating document, what?) and arrived at your determination 
regarding the location of the village with the sky-blue spring. . 


it prudent te rush the wallet to 


To conserve time, therefore, will you please indicate the ae of the villa on the 

card that was enclosed vith the Pisce It is the a Stes 1S aFeSTAST rains 
That ire common to this season nt A any tay now, | so em ci disastrous, Your 
reply, in fact, should be posted no later than t, June 20, 1960. It will be dispatched 
by air to we imeediately after its arrival in Canonsburg -- Petay's hone office. 


Your it i (coat , 
Pry f— 
Innkeeper 


P ?.S. Remarkable hunter, thet Petey? While enroute here he bagged a Lion, a rebra and other 

ennsy!- game. He has made arrangements for the hides to be made into gifts for some of his 

vania Transformer has affidavits ork gg per Samra tae creat In 3 Low Stat pla preg veremen P ger boy 

f whet. It occurred to me that Petey’s friends whe send in solutions to the aap pursle 
. sale nrecentativec set} ine might vie for the trophies in that way -- with prises being awarded for the closest 
rom al s re presentatives te stifying pm ee pt ge Be 2 fg, ah nage de 

to over $143,000 worth of new Pole 


Star Distribution Transformer sales 


Results from this campaign, as in 
other Petey escapades, have been fine. 
Although Irv Isaacs claims that the 
meant to promote 
rather than to sell, there are many 
instances of direct sales being made 
as a result of this direct mail effort. 
From the V.I.P. campaign, 





campaigns are 
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role in international news. Therefore 
we chose Africa as an ideal area for 
a Petey adventure. Today as we all 
know, Africa is in the news . . . very 
much so.” 

As a result of the Safari cam- 
paign, Pennsylvania Transformer 
accomplished a sales objective they 
hadn’t been able to reach in the 
company’s 32 year history. From one 
of the country’s largest electric 
utilities they received their first 
order for Pole Star distribution 
transformers. And significantly, the 
words on the order called for Pole 
Star Transformers sky blue 


cover;rs, 


with 


A Difficult Problem 

Each year the Henry Hoke Award 
is presented to the company that has 
met an unusual or difficult 
problem with an direct mail program 
that is courageous and unusual. 

We’ve often pointed out the prob- 
lems of advertising a product that is 
both similar to competitors product, 
and at the same time, unglamorous. 
Competition from electrical giants 
and the nature of distribution trans- 
former put Pennsylvania Transformer 
right into this category. 

Rather than preach to our know- 
ledgable audience, we'll quote a 
testimonial Irv received as a result 
of the V.I.P. Campaign. It aptly 
sums up our reasons for presenting 
the Henry Hoke Award to P.T. for 
their competitive promotion in the 
$250 million distribution transformer 
industry. 

From an engineer of a large Light 


sales 


& Power Company 

“As I mentioned to you, Petey’s 
technique gets ‘em. It gets to more 
people in the industry than you 
could reach by any other method. 
Who can forget V.I.P.; the original 
paintings; the graphic illustrations 
and the colors that you not only see, 
but taste too. I hear many remarks 
that all this must P.T. a wad 
of dough. But what do others do? 
They send highly paid factory people 
on expensive trips with flip charts. 
They see relatively few people. The 
stuff sounds canned and unimpres- 
sive. In fact, it bores me.” © 


cost 


There are two kinds of success. One is 
the very rare kind that comes to the man 
who has the power to do what no one else 
has the power to do. That is genius. Only a 
very limited amount of the success of life 
comes to persons possessing genius. The 
average man who is successful is not a 
genius. He is a man who has merely the 
ordinary qualities that he shares with his 
fellows, but who has developed those ordi- 
nary qualities to a more than ordinary 
degree.-Turopore ROoseEvELt. 
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A POSITIVE 


CLIMATE IN POSTAL 


Did you sever see two old friends 
get on the outs with each other? Sure 
you have. And it’s a sad sight. Both 
may have tremendous talents and im- 
mense capabilities, yet they ll let 
an honest difference of opinion evolve 
into a nightmare of charges, counter- 
charges and name calling. And, as 
often happens when they don’t speak 
to each other for years on end, the 
plans and accomplishments of one are 
regarded by the other with suspicion, 
disdain and disgust. 

I was reminded of two, old, feuding 
friends as I stood with thousands of 
postal employees, guests and the press 
at the opening ceremony on October 
20, of the magnificent new postal 
facility in Providence, Rhode Island. 
It was a proud day for Postmaster 
General Arthur Summerfield and his 
wife, Miriam, who spoke the magic 
word which set the giant complex of 
machinery in motion. I wondered why 
there had had to be so much bitter- 
ness in the past eight years over 
postal rates, automation, standardiza- 
tion, wages, accounting, the “deficit” 
and cost ascertainment. I wondered 
whether this might not be the begin- 
ning, also, of a new era of under- 
standing between mail users and the 
Post Office Department. This was a 
great day, to be sure. 

My mind was full of the speeches 
which had been made during this 
historic month of October concerning 
the postal system. Early in the month, 
Cal Estes, Circulation Director of 
Conde Naste, and Program Chairman 
for the Hundred Million Club of New 
York, had arranged a postal program. 
He had invited three spokesmen with 
three points of view to discuss the 
growing postal problem. 

Congressman Robert Barrie, Re- 
publican from Westchester County 
County (NY) and Member of the 
House Post Office Committee, led the 
panel with an almost belligerent 
warning that automation and stand- 
ardization were here and that big 
mailers might as well get used to it. 


AFFAIRS 


by ‘Pete’ Hoke, Publisher 


He warned that he was going back to 
Congress and support higher postal 
rates to pay for postal modernization 
and to wipe out “the deficit.” 

Next in line was Representative 
Don Irwin, Democrat from Fairfield 
County, Connecticut and Member of 
the House Post Office Committee. He 
championed a view that the so-called 
“deficit” would all but vanish if the 
Post Office Department would accept 
appropriations from Congress to off- 
set the free and below cost operations 
performed by the post office in the 
name of public welfare. 

Third man was Gerald Cullinan, 
assistant to William C. Doherty, Pres- 
ident of the National Association of 
Letter Carriers, who predicted the 
ultimate collapse of the postal system 
unless workers’ pay and morale were 
lifted to levels competitive with 
American industry. That was also 
quite a day . . . October 4. 

On October 11, Doherty brought 
the same message before the annual 
luncheon of the Associated Third 
Class Mail Users during the DMAA 


Convention at The Americana: 


“Historically, whenever postal pay has 
lagged significantly behind normal civilian 
standards, the quality of the postal service 
has suffered in proportion to the degree of 
economic injustice. 

“Poor pay not only creates poor morale 
among postal employees, but it creates 
havoc at the recruitment level. Whenever 
the pay scale is demonstrably inadequate, 
the quantity and the quality of applicants 
for postal jobs have degenerated to an 
alarming degree. 

“. .. Postal administrations are transient. 
They are politically appointed and _politi- 
cally inspired, and they seek the quick and 
flashy advantage with little or no concern 
for the problems they are creating for fu- 
ture postal administrations. They try to 
milk every situation for political advantage 
even if such an advantage results in lasting 
damage to the service and an unconscion- 
able injustice to the employees. 

“Fortunately, the Congress—the organi- 
zations of large users of the mails and the 
postal employee organizations are continu- 
ing bodies. Therefore, they are more serv- 
ice-minded than are postal administrations. 
They keep always in mind the long view, 
the perspective of the future. And I can 
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The impressive new post office at Providence may be 
the model for postal installations for years to come 


this with complete sincerity: If mn wer 
not tor the Congress. if it were not tor the 
large users of the mails. and if it were not 
for the National Association of Letter Car 
riers and other postal organizations 
postal service would b n worse shape 
today thar it is 

‘But the postal service is in bad shape 
ancl the 
better 
future, unless plans are made and consum 
mated to make the post office career attrac 
tive to the kind of talent that will be vital 
to its future efficiency—as sure as | an 


Situation i= getting worse not 


And unless plans are made for the 


standing here. ther will be a total co 
lapse of postal efheien n the next 
years 

Is there anv wonder that confusion 
and bitterness reigns on the postal 
front? Yes. postal wages need study 

As I listened to proceedings at the 
Providence ceremony, | thought too 
of Edwin Riley's 
opening morning session of DMAA’s 
k3rd Annual Convention on October 
9. Ed Riley is Director. Postal Sery 
ices Division in Washington D. C. He 
attempted to paint a picture of postal 
progress to date and then entered a 


presentation al 


plea for understanding and cooper 


ation: 

“During 1950, the Post Office handk 
over 10 billion pieces of third-class mail 
During 1959, nearly 17 
handled. That was a 70° 
the 50’s. Much of this mail was originated 
by members of DMAA. We know that you 
also produced a great quantity of first and 
fourth class mail. A total of 45 billion 
pieces of all classes of mail was handled 
in 1950, and 60 billion pieces were handled 
n 1959. That was a 35% increase during 
the 50’s in the total number of all pieces 
of mail handled. The number of pieces 
now being handled amounts to nearly 350 


billion pieces wert 
increase during 


annually for every man, woman and child 
in the United States. 

“The growth in mail volume during the 
0's was consistent. There was an increase 
each year. We now estimate that during 
the next 2 


> years the present per capita 


0) pieces annually will doubl 


? 
volume of 3: 
to 700 pieces. Since it is estimated that our 
population will increase to 200 million, thi- 
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must plan to handle 140 billion 
atl annually 


During the past eight vears, the present 
Post Office management has had to find 
ways to handle the constantly increasing 
volume of mail. At the same time, it has 
had to overcome the obsolescence in the 
management an financial practices and in 
the physical plant which accumulated du 
ing the depression and war years when 
needed improvements were postponed to 
better times. In addition, it has had to 
provide the planning fer a postal structure 
which will meet the needs of both the 60's 
ind the vears beyond the 60's. 

During the vears between 1938 and 
1953. no new funds to build post offices 
were appropriated Many of the old build 
ings had insufficient space poor light 
inadequate sanitary facilities, and little or 
no mechanical equipment 

Large, modern, new post offices without 
expensive and unnecessary ornamentation 
are now being planned and built. They are 
functional one-story, air-conditioned build 
ings, with excellent lighting. They are 
being equipped with the best machinery 
available for handling the many varieties 
of today’s mail. Mechanized mail handling 
equipment is also being installed in some 
of the older buildings which are still ade 
quate. We are already operating some of 
the most mechanized post offices in the 
world 

“Private 


contracted to construct 


constructed, ot 
more than 4,900 
new postal facilities by the use of 185 
million dollars in private capital. These 
ase to the department 


mdustry has 


facilities are 
They remain under private ownership, and 
the owner pays local real estate taxes. 

: There seems to be a considerabk 
amount of confused opposition by mailers 
to proposals for increases in postage rates 
and to proposals designed to improve pos 
tal operations I believe muc h of the con 
fusion can be cleared away if mailers will 
adopt the following guides 

“Several of you have suggested that a 
joint Post Office-mailer committee could be 
of help in solving some of our mutual 
problems. Very serious consideration has 
been given to this suggestion. One hin 
drance to the effectiveness of such a com 
mittee is that there is a doubt whether 
mailer members could be selected who 
could authoritatively represent all of the 


many interested groups which have special 
problems. There is also a reluctance on the 
part of many mailers to disclose their true 
position and objectives in the presence of 
business competitors. The generally recog 
nized tendency for committees to expend 
an excessive amount of time and money in 
relation to their achievements is another 
consideration 

“The Post Office recognizes that progress 
n finding ways to overcome its revenue 
deficiency cannot be realized in the present 
atmosphere of misunderstanding and op 
position. We hope practical ways can be 
found for representatives of the various 
groups of mailers concerned to review the 
issues and the possible solutions informally 
with representatives of the Post Office prior 
to the formulation of proposed legislation 
or administrative actions.” 

It would seem from these remarks 
that the door still might be open for 
a joint Post Office-mailer committee 
I think such a committee is absolutely 
essential for compromising — public 
and postal differences in the years 
ahead. The subject of the postal op 
eration of the future is bewildering 
complex and it will be needlessly 
more complex if we don’t soon sit 
down to completely understand and 
study the many cross currents. These 


subjec ts must be covered: 


NEW POSTAL FACILITIES The 
Providence Post Office is a pattern for 
the future. It is as modern as any 
automotive factory, as thrilling to see 
as Disneyland . . with its multi 
colored walls, brightly painted con 
vevors. mail handling machinery and 
acoustical-cathedral-like ceilings. Gone 
is the old-fashioned idea of caging 
employees at public windaws behind 
brass bars and concrete. The business 
lobby looks like a modern bank, right 
down to walnut paneled walls and low 
formica counters. [| couldn't help 
think that 


answer to better worker morals 


wages werent the only 


But all will not be peaches and 
cream in Providence. The shakedown 
cruise will be rough, trying to work 
out the bugs. They began showing up 
even as opening ceremony guests 
toured the facilities. Despite the bugs. 
a tremendous step has been taken. | 
have a feeling that the bugs will be 
worked out soon to pave the way for 
200 more similar facilities throughout 
the country 

It’s a shame that a joint committee 
didn’t exist to see the early plans and 
models of this facility. A presentation 
of colored slides would heve captured 
the imagination of the public and 
large mail users long before this. 
Much antagonism could have been 
avoided, and we might have worked 


in a more positive climate. 


nein 
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off the ground, and didn’t come down 
until high-flying salesmen and distrib- ent types and styles of hearing aids. test period of three months. For each 
new Model 36 certified sale of an “Imperial” he was 
promote better also credited with expense money, 
relations, Telex, in computed on a sliding scale. 
their agency, The contest (which ran from De- 
cember 14, 1959 to March 18 1960) 


utors had earned a total of 
airline miles and $7,400 in expense “imperial, 


money. company-dealer 


HAL 


al NTN 


IAN HEREBY ALL ¥ 


vo HL DISTRIBUTORS 


OF INCOMPARABLE DELIGHT! A REMARKABLE 
‘ Achievement, in the Grand 
wall A AS \ é ; ey) % thie Enabents - imme 


AN UNEXCELLED, SOLID-GOLD INVITATION TO SPLENDID 


AIRLINE TRAVEL FROG 


SHEER PLU SEHR 


GENUINE CASH 
«crm onorsnn cn ORT RX IMPERIAL 


A FULLY TRANSISTORIZED BEHIND THE EAR MODEL WITH PRODIGIOUS ENGINEERING FEATURES AND UNRIVALED CUSTOMER APPEA 


Madison Avenue, they talk since made the j 


about getting a promotion “off 
ground.” In the case of Telex 


the sales incentive contest got Velex Ine.. 


Every one of their 160 distributors 


introducing the 
Telex Park, St. Paul 1. 


\linnesota, manufactures many difler- 


148.000 To introduce 


cooperation 


Kerker-Peterson, 


Telex, Incorporated 
awarded airline 
miles and spending 
money for hearing 
aid sales in this un- 
usual sales incen- 
tive contest. 

ME PORTE IEA IE SEES BE 


This two-color (pink and black) broadside announced the con- 
test, and gave complete rules and instructions. Use of antique 
type-faces was common to most of the promotions! piec?s pre- 
pared for this contest. A similar broadside, this time olive drab 
and black was mailed near the end of the contest, and 
announced a month's extension 


full Telex line of hearing aids. 


The mechanics of the contest were 
Imperial simple. The dealer or distributor was 
iwarded 100 air line mies for every 


hearing aid ordered during the 


Park Avenue 


participated in the contest. Maurice 
Shoup of Chicago led the group with 
30.000 airline miles, more than 
enough to take him around the world. 
Another distributor wanted very 
badly to go to Israel. He worked dili- 
“ently, earned the mileage and has 
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in Minneapolis, conceived and pro- 
duced this contest which utilized 21 
direct mail pieces mailed to dealers 
in intervals of from one to twelve 
days. An equally important objective, 
of course, was to increase sales of the 


was preceded by a 30-day period in 
which distributors were acquainted 
with the new hearing aids, prospect 
lists were compiled and interest in 
the coming contest was generated. 
\fter the March 18th date. the con- 





Left, a few of the postcards mailed out to dis- 
tributors. Each was printed on a different 
colored stock. Usually the message was brief, 
although several were double folded. Right, 
an inexpensively reproduced short letter from 
the sales manager. 


test was extended for another month 
so distributors could and 


sell the entire Telex line for expense 


promote 


money awards. 


Compiling Prospect Lists 

The names of 115.000 Telex users 
are kept on file at the 
othce. These are forwarded 
there by distributors when they 
made a sale. 
hile of lo« al 

Telex mailed a request to 
115,000 users, asked that send 
in names of qualified prospects they 
felt in knowing 
about the new “Imperial” and othet 
Telex hearing aids. A ball-point pen 
was offered as a premium for cooper- 
ation. Between 4,000 and 5,000 leads 
were gathered through this mailing. 

The previously mentioned 24 direct 
mail pieces were all sent to distribu- 
tors, and no mailings were made to 
the other than the lead- 
getting offer. However, promotional 
materials to the distributor featured 
a direct mail piece, a mailing stuffer. 
counter addition 
to the leads assembled for each dis- 
tributors particular territory. Dealers 
in turn used these aids to make sales. 

The direct mail promotion for 
Ceiling Unlimited was supported by 
ad advertising in the hearing aid 
trade journals. Purpose of these ads 
was to add stature to the contest, and 


Pelex main 
names 
have 
They keep their own 
sales 

these 
they 


would be interested 


customer, 


cards, banners, in 


also to interest non-Telex distributors 
in taking on the line. 


Four and Twenty Pieces 


Creation, production, scheduling, 
and mailing of 24 pieces is not an 
easy task. Not all of them, however, 
were produced entirely by Telex or 
Kerke1 Peterson. Some were supplied 
by Northwest Orient 
handled travel arrangements. 
Picture posteards from New York, 
Hawaii, Nassau, Acapulco, and finally 
a giant postcard from Miami were 
supplied. A from Telex 
manager Tom Gunderson was printed 
on the message side of each. Another 
mailing featured a Northwest Air- 
lines flight bag with travel literature 


enclosed. 


Airlines, who 


also 


note sales 


A half-dozen or so other postcards 
were mailed, these created by K-P’s 
art director Matthew Ruddy. These 
simple postcards graphically illus- 
trated the effects possible by using 


Dear Rebey Thavebrr, 

the pacalion 
need le Youll OWM Course 
a Calng pre . 
de atrline 
at ye ag pon 


te how 
CLE mcatine gus yon 
chord 


Camamber, your rol 

must ou Witre and back. 

if 3,000 mules comung, 

{or wstanee, t means a 1,S00- 

Tule hound-Crep for ome ov A 

750-muk rbund- for too. 
buck / 


“Tom Gurder son, 





from the desk of Tom Gunderson, Sales Mgr 





colored stock to dress up a mailing. 
All cards were printed with black 
ink, blue, 
purple, and sandlewood card stock. 
Art consisted primarily of antique 
type faces and printer’s stock orna- 
Similarity of format from 
card to card gave a continuity to the 


using vellow, green, tan, 


ments. 


program, while the use of the colored 
stock and the variation in type styles 
made each a_ distinctive j 
itself. 

The 


mailing from Las Vegas that included 


piece in 


most expensive piece was a 
a silver dollar and a note from sales 


manager Gunderson 


Sales Up 39% 


Not only did the distributors profit 
from Ceiling Unlimited, Telex’ sales 
a month after the contest closed were 
over the same period the 
previous year. that month, 
Imperial accounted for 30% of all 
Telex hearing aid sales. In addition, 
the average generated by the contest 


up 39% 
During 


was being maintained. 
The cost to 
(and 


the 
includes 


Telex for entire 
promotion that the 
costs for all phases of the program) 
was $17,393. The campaign looks as 
if it cost a lot more. 

Ingenious use of colored stocks to 
add life to cards, picture postcards 
supplied through the airline, simply 
prepared notes on inexpensive paper, 
and judicious work of clever, yet un- 
complicated art work, made this a 
promotion that not only the sales 
manager and the creative personnel 
can be proud of, but the accountant, 


too. e 
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How To Control 
® Your Selling Style 


Cost Per Order and Percentage of Return 


Aren’t The Whole Story 


by Len Quenon, Research Director 


Market Compilation & Research Bureau 


REPORTER’S NOTE: 


Len Quenon is Research Director for Market Compila- 
tion and Research Bureau, North Hollywood, California. 


He used to be with Encyclopedia Brittanica as Assistant 
to the Vice President in charge of Great Books of the 
Western World. At ML&CB he has developed many 
techniques for selecting direct mail prospects. This article 
covers one of them. If you like it—and we think you 
will—let us know. Maybe we can get Len to publish 
some more of his theories. 


Vuost whe are successful in using direct mail ad- 
vertising to sell products are familiar with the con- 

cept “cost of sales”, This is an expression, in one figure. 
of the direct selling costs that are spent to bring in one 
dollar in sales. 

The relationship between the original solicitation cost 
and the final sale is usually a more direct one with mail 
advertising than with other media. For the mail adver- 
tiser, cost of sales is usually a function of the cost per 
thousand of his mailing, the percentage of inquiries or 
leads returned, the conversion ratio, and finally the 
average order size. There are, of course, complications 
to this direct line of calculations for each individual 
mail advertiser. Field selling expenses, salesmen’s com- 
missions, follow-up letters, and clerical expenses all enter 
into the final cost of making the sale with direct mail. 

Mail advertisers are also familiar with the improve- 
ments that can be made both in the mailing piece and 
in the mailing list. They know that these improvements 
can have a direct effect on the cost of sales. Much of 
the ad managers time is spent in creating these im- 
provements. 

The advertising manager who pays attention only to 
the final cost of sales, however, is overlooking another 
very important effect of the improvements he makes in 
the mailing piece and the mailing list. He may possibly 
be overlooking the selling style. Yet the selling style is 
very important, especially in cases where: 

a field selling force is involved, 

an expensive catalog is used, 

a campaign of follow-ups is anticipated. 

the buyers must pass credit, 

there is a problem of returns or lapses. 

a fairly large clerical staff is needed to service the 

business obtained by mail advertising. 

In other words, the selling style is important to any 
mail advertiser who has selling expenses other than 
printing paper and postage, and who uses mail adver- 
tising as a direct source of sales rather than for in- 
titutional or public relations purposes, 


Examples of Selling Style 


Here are some examples of different selling styles. 
Take the case of the advertiser who uses direct mail 
to obtain leads for salesmen, who follow them up and 
sell them. One way of making the sale is to construct 
the mailing piece and the mailing list so as to obtain 
a large number of “loose” leads. In this case his sales- 
men would be running all over the map contacting a 
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large number of leads and closing a certain percentage 
of them—-enough to give themselves a satisfactory living 
from their commissions, and to return an acceptable 
cost of sales to the company. Another way of achieving 
the same cost of sales is to buy a “tight” lead by using 
a more qualified mailing piece. This lead is very likely 
more expensive because the percentage of returns will 
be lower. However, the leads are better because more oi 
them can be converted into sales. The advertiser who 
follows this course will very likely develop an elite sales 
force selling to a well qualified market. even though he 
may end up with the same final cost of sales as his 
competitor. 

Another factor which can be manipulated by the direct 
mail advertiser is the average order size. For example. 
for one advertiser the sale may be hard to make but it 
may end up with a big ticket; whereas another adver- 
tiser may achieve the same end result through an easy 
sale with a smaller average order. 

Without a doubt the copy, art, and general layout of 
the mailing piece are most important in influencing the 
selling style. A free gift offer, for example, will bring 
in “looser” leads and more of them. . . than a 
mailing piece which confines itself strictly to describing 
the product and asking for inquiries. Similarly a high 
brow appeal in a mailing piece will bring in more leads 
from people of above average income and education than 
would a mailing piece with more of a mass appeal. In 
general the former leads will be harder to sell but will 
result in a higher average order. 


Mailing Lists Affect Selling Style 


It is also possible to affect the selling style by making 
variations in the mailing list. A compiling method has 
been developed by Market Compilation and Research 
Bureau which aids the mail advertiser in influencing 
the style with which the sale is made, This compiling 
method permits the selective addressing of specific oc- 
cupation groups within specific city sizes. Thus for ex- 
ample skilled workers in towns of from 50,000 to 250,000 
may be addressed separately from other occupation 
groups and other city sizes. This compiling method is 
known as the “Occupation-Population Method”, (O-P 
Method). 

A total potential of 22.600.000 is available from the 
O-P Method. The occupations available by the O-P 
Method are based on groupings of those found in the 
“Dictionary of Occupational Titles” published by the 
Bureau of Employment Security, of the US. Depart- 
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ment of Labor, with modifications dictated by marketing 
requirements. The twelve main occupational groups avail 
able through the O-P Method are: 

Professional, Technical and Managerial 

Self Employed Workers 

Civil Service Employees 

Sales Workers 

Skilled Workers 

White Collar Workers 

Transportation and Utility Workers 

Construction Workers 

Service, Hotel and Domestic Workers 

Unskilled Workers 

Farmers 

Farm Laborers 

If necessary to meet a party ular marketing require 
ment. individual occupations can be regroup to form 
other categories. 

\ full seale test of the O-P Method was conducted 
recently by a large nationwide mailer who runs a sales 
lead program. This mailer tested six occupation cate 
gories in four city size groupings, The result of this 
test showed that the O-P Method delivered the same 
overall results as he was getting from his program of 
telephone book addressing. However. as might be ex 
pected it also showed that certain occupation groups and 
certain city sizes pulled better than average, while others 
pulled poorer than average on a cost of sales basis. 

\ deeper analysis of the result of this test. however. 
showed that there were distinctive patterns in selling 
style with each of the various occupational categories 
These different patterns are demonstrated in the diagrams 
below. 

In these diagrams lead returns. conversions and avert 
age order for each occupation group are related to the 
overall performance of all occupation groups within 
eat h city size. In these diagrams a specific occupation 
groups is scored: 

* if it is in the highest third 


SHY TYPE (Response Pattern —+-+) 





CONSTRUCTION WORKERS 


Lead Con 


CITY SIZE saad . e Returns version 


250,000 & over 
50,000 to 25u,000 
10,000 to 50,000 
under 10,000 


PUSHOVERS (Response Pattern +-+—) 


Lead Con- 


ciTy SIZE ?- 5 ; Returns version 


0 
50,000 to 250,000 


10,000 to 50,000 
under 10,000 


TOUGH COOKIES (Response Pat. O—-+) SELF EMPLOYED WORKERS 





Lead Con 


CITY SIZE Returns version 





250,000 & over 
50,000 to 250,000 
10,000 to 50,000 
under 10,000 


SERVICE WORKERS 


“O” if it is in the middle third 
” if it is in the lower third 

As may be seen, three distinctive response patterns 
were detected by this test. The “Shy” type response 
was best characterized by the Construction Workers for 
whom the lead returns were average or below average. 
People in this group, in other words, were shy about 
sending in the lead coupon, but once they did they 
usually ended up as a sale . and a good sale at that. 
In the smaller city sizes this group apparently was nol 
even shy about returning the lead. Transportation and 
Ltility Workers also showed this “Shy” type response, 
but with a slightly lower level of conversion and average 
sale. You will notice that in the Transportation and 
Ctility diagram a few zeros are substituted for the pluses 
that are found in Construction Workers diagram. 

The mailer’s offer elicited a “Pushover” type of re- 
sponse from Service Workers and U nskilled Workers 
mailed in the test. This response was characterized by an 
above lead return, an above average conversion, but with 
a below average order. In other words the leads are 
plentiful and cheap, but the salesman has to sell a lot 
of them to “make a buck” 

The “Tough Cookies” were hard to sell, This pattern 
of response was observed among Self Employed Workers 
and Sales Workers in the test. It is characterized by a 
low conversion ratio but with a high average dollar unit 
of sales: In the above diagrams it may be noticed that 
Self Employed Workers were above average in returning 
leads while Sales Workers were below average In lead 
returns. 

The factors underlying the difference which appear in 
a test mailing such as that reported above would depend 
on the mail advertiser offer. as expressed by the copy 
of his mailing piece. and on the composition of the list 
The thing that you see in these diagrams are the results 


TRANS. & UTIL. WORKERS 


Average Lead Con Average 
Order Returns version Order 
‘ 0 
0 0 
0 0 
UNSKILLED WORKERS 


Lead Con Average 
Returns version Order 
0 
0 
0 


SALES WORKERS 


Average Lead Con Average 
Order Returns version Order 


0 
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of people responding to offers. Being human, different 
people responded in different ways to the same offer. The 
O-P Compiling Method succeeds in selecting out those 
groups of people which respond in similar ways. 

Again being human, the same people will respond 
differently to different mail offers. For this reason it 
must not be assumed that the response patterns detected 
above, which involves a particular offer by a particular 
mailer, would necessarily be the same for another offer 
or for a different product. The purpose of this report is 
merely to show that these patterns do exist and that they 


can be detected and put under the control of the mail 
advertiser. 

With the O-P Method the mail advertiser can manipu- 
late his mailings in such a way as to influence the size 
and quality of his sales force, his salesman’s earnings, 
the rate of credit turndowns, the amount of clerical work 
needed to process orders, the average size of those orders, 
and many other factors. These factors have an effect on 
the overall profitability of his business, but lie outside 
the “cost of sales” concept which originates strictiy in 
the cost per thousand in the mail. @ 


you rate a 


by 


A 





Richmond O. Brown 


VAs meer their names or ad- 
dresses, we had to reach each 


prospect by direct mail or our cam- 
paign would fail. 

We were launching a new maga- 
zine, Church Administration, at the 
Baptist Sunday School Board, pub- 
lishing house for Southern Baptists. 
The magazine would be for the dozen 
or two leading volunteer laymen in 
each local church. The addresses of 
only three or four of these for each 
church were in our lists. We could 
send the material for the remaining 
ten to twenty to the the pastor, but 
even with his dedication to duty, we 
were convinced that we had to take 
special measures to get our advertis- 
ing pieces into the hands of the ulti- 
mate users—the local churches’ lead- 
ing laymen. We had to make certain 
that the busy, overworked ministers 
would quickly realize that this was 
an especially important mailing. 

An assortment of letters, each ad- 
dressed to a different lay officer of 
the church by title, and all sent to the 
pastor for him to distribute, seemed 
to be a rather unattractive possibility. 
And we would lose the good will of 
some who would consider 
such trite duplication as wasteful. 

Along with this problem I was 
wrestling to come up with some in- 
strument which would say forcefully 
and undeniably to each of these “un- 


pastors 
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reachables” that this magazine was 
for him. 

The obvious solution was to make 
a mailing piece so distinctly the prop- 
erty of each of these officers that he 
would feel the personal element and 
take pride in it. Also. we had to make 
it so effective that the person who 
received the assortment would feel 
that these were not his own, but must 
be passed on to those to whom they 
belonged. 

We knew that a large number of 
the pastors who would be intermedi- 
ate recipients of the mailing pieces 
would realize that we were using a 
“ovimmick,” so we were determined 
that our approach would be impres- 
sive enough to get the pastors to see 
the value of the magazine to each of 
its intended readers. If our “gim- 
mick” were effective enough. perhaps 
it would sell even the pastors who 
did not pass it on. They could place 
the bulk order for enough copies of 
the magazines to supply to these lay- 
men. 

What I finally came up with was 
a set of “title cards” similar to the 
folded name place cards used at ban- 
quets. These were printed on a fine 
quality of gold card stock of impres- 
sive size. On the 314” x 8!1.” face of 
each card of a set was printed a 
standard church office title, such as 
“Brotherhood President.” “Chairman 


of Deacons.” “Church Secretary,” 
“Clerk.” and others, including “Pas- 
tor.” The two “pages” on the white 
inside of the card were used to sell 
the benefits of the magazine to the 
church whose members would use it. 
This inside copy was the same on all 
cards. But the back side, printed in 
black on gold as the title was printed, 
pointed out the specific ways in which 
the magazine would benefit that offi- 
cer. We sent a set of these in a deep 
red envelope to each of the 28,000 
Southern Baptist pastors, asking them 
to hand them to the appropriate 
officers. 

Soon field workers who conduct 
church training conferences through- 
out the country reported to us that 
they and heard of the cards 
frequently. Pastors wrote thanking us 
for them. A few who held offices for 
which we had no title cards tried to 
order for themselves. We 
reached the prime prospects without 
having their names and addresses. 

We had set a first-issue goal of 
20.000 circulation for the magazine. 
but with this and other elements of 
the campaign we launched the publi- 
cation with an initial circulation of 
35,000, which rose 20 per cent within 
three months, and at the 1960 Con- 
vention we were given the top annual 
D.M.A.A. award in the retail division 
of direct mail. e 


saw 


copies 





HOW CANADIAN SALES MANAGERS USE DIRECT MAIL 


by W. W. McGregor, Manager of Sales Promotion, Maclaren Advertising Co., Ltd. 


ew MAIL response in Canada 
is about 10°, better than it is 
in the United States. The use of 
direct mail has grown tremendously 
in Canada during the past few years 
and is now looked upon as a major 
advertising medium, doing the sales 
job of a major advertising medium 
Indications suggest that it will con 
tinue to grow steadily. 

For instance, if you walked into 
a Canadian advertising agency 25 
years ago and asked for a direct mail 
piece, you would see a layout 3 or 4 
weeks later. And while the final mail 
ing may look rather lush, and per 
haps win an Art Directors’ Award, 
its sales power would be doubtful. 
Agency people at that period were 
primarily interested in space and 
radio. They knew little about the 
function of direct mail, looked upon 
its creation nd production as a 
chore, perhaps because it was not 
profitable to them. 

Today, in certain agencies, the 
story is a different one. Their clients 
rarely have to ask for direct mail 
recommendations. Such activities are 
often included in advertising recom 
mendations and sometimes at the ex 
pense of other media. 

Reason: Marketing conditions have 
changed. Some 25 years ago an in 
dustrial company with a good product 
and a staff of aggressive salesmen 
backed by space advertising got along 
admirably. During the intervening 


years, however, competitors moved 
into these markets, with the result 
that business paper advertising alone 
has become somewhat inadequate. 
Let me give you two “for in 
stances.”” Several years ago, the mag 
azine Sales Management ran an 
outstanding editorial predicting 


changes that would take place in the 


field of sales management in the next 
As far as industrial adver 
tising was concerned, the predictions 
boiled down to something like this: 

1. That sales costs, while high, will 


few years. 


continue te climb, forcing sales 
managers to do everything pos- 
sible to turn every sales call into 
a sale, Cold calling will become 
as obsolete as the carpetbagger. 
It was also suggested that far 
more advertising help would be 
given salesmen to pave the way 
for them and to develop leads 
for them to follow. This meant 
that more direct mail would be 
used to do the 
for salesmen, leaving them more 


“hird-dogging” 


time to spend face to face with 
interested prospects, 


Sf Mail Opens Doors zz 


On the heels of that good news 
came a column in an_ advertising 
magazine by a sales promotion coun 
selor. It told of a survey by the 
National Sales Executives Club to 
determine whether or not direct mail 
helps a salesman. It seems that mem- 
bers of this club had been debating 
this for Frankly, the results 


shown in the article are staggering 


years. 
and unbelievable. [| will give you 
them for what they are worth, but as 
| have been unable to confirm them, 
do not take them as gospel truth. 
Draw your own conclusions. 

Salesmen without direct mail help 
close 9° of their calls at a cost of 
$139 per sale. Salesmen with the use 
of direct mail closed 39°) of their 
calls at a cost of only $44 per sale, 
Even if you reduce this figure by 
0°, you still have an excellent ar- 
cument for direct mail. 

Now, let’s take a look at a case 


history. The Apparatus Depattment 


of Canadian General Electric manu- 
factures a product called a Capaci- 
tor. This electrical unit reduces power 
factor, which results in lower power 
costs. 

A couple of years age, G-E wanted 
to put on a sales drive for these 
products without turning the entire 
sales force over to the project. So 
they built a mailing list and produced 
a campaign to create leads for their 
salesmen to follow. In other words, 
they wanted the “bird-dogging” done 
in a less costly manner. 

A booklet telling the 
money-saving story of Capacitors was 
created but, instead of being mailed 
out, was offered to prospects in a 
covered case 


ce unplete 


series of mailings that 
histories on capacitors. 

Within two weeks, more leads than 
the sales staff could handle poured in. 
One of the early orders alone totaled 
over $10.000. So, instead of salesmen 
hunting for needles in haystacks, a 
very costly method, they simply 
called upon people who were inter 
ested. 

If I may make a prediction for 
Canadian direct mail, | would say 
this. When sales managers begin to 
realize that lead-producing direct 
mail will reduce sales costs, there will 
be far more direct mail used in Can- 
ada than before. 

Another great area fer direct mail 
that will open up even more is the 
case of the manufacturer who sells 
distributors te industrial 
establishments, 


through 
plants, 
contractors and retailers. Here is an 
example of how direct mail and sales 
promotion are being used to help 


commercial 


reduce sales costs on a manufacturer- 
wholesaler cooperative basis. 

Let us again take a product by 
Canadian General Electric. This time 
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from their Industrial Products Divi- 
sion... Carboloy . . . a harder-than- 
steel cutting tool, These tools are sold 
through mail supply houses or dis- 
tributors to industrial plants. The 
conventional way of advertising Car- 


business papers 


boloy was to use 
direct to users. 
Some years ago, it was suggested 


that free folders be prepared and 
made available to wholesalers, who 
could send them to their customers 
and in this way increase sales, This 
was done. But six months later, when 
a check was made of distributors, 
only one out of sixteen used them. 


Gl Shared Costs Prove Best Mm 


To avoid this waste, the following 
year's program was sold to the dis- 
tributor on a 50-50 basis. He simply 
signed a contract at so much_ per 
name. Not only did G-E write and 
print the pieces but mailed them to 
the wholesaler’s list to ensure that 
they went out every month. The mail- 
ings included a return card offering 
booklets, estimates, demonstrations, 
etc.. and went back to the wholesaler. 

The results were outstanding. The 
first year the sales of Carboloy had 
increased over 2007, The direct mail 
program had helped. One wholesaler 
commented: “We like the program, 
because besides selling Carboloy it 
helps to move more of the other prod- 
ucts we stock, due to our closer con- 
tact with the buyer.” 
is in its fifth year, and gets bigger 


This program 


every year. 

Since the Carboloy people started 
this program, other divisions of the 
company offered similar deals to theit 
offered on a 
whole- 


wholesalers. And all 
money-back guarantee. The 
saler who is not happy with results 
will have his money cheerfully re- 
funded. lo date, no one has asked 
for his money back. 

One other predic tion for Canadian 
direct mail—-when more manufactur- 
ers learn that they can sell coopera 
tive direct mail material to distribu- 
tors, rather than giving it away, and 
ensure distribution, they will use 
more, 

Result: wastage is eliminated and 
sales costs are reduced. 


Gl The Language Problem a 


And now, into the problem depart 
ment. And one of the first problems 
in Canadian direct mail will be 
French translations. Certainly, if you 
are going to market nationally, you 
will have to consider Quebec, While 
most of the executives in industry are 
bilingual and can read English, cer- 
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tainly they prefer to see printed 
material in their native language. 

The ratio of French on a folder o1 
a booklet usually runs about 20°¢ of 
the English version and as a rule 
costs about 20% extra. The best way 
to tackle this situation is to plan both 
versions at once. In the hands of a 
good art director and production 
man, many economies can be realized 
when they know the piece is also 
going to be produced in French. 

The main problem you will be con- 
fronted with is the actual translation 
itself. Regardless of who does your 
translation, you will find everyone, 
even with only a smattering of high 
school French, very critical and sug- 
gesting that you change it. No two 
translators, as a rule, seem to agree 
on anything—no matter how it is 
said. Should you have the translation 
done in Toronto, for instance, you 
will find your Montreal representa- 
tive criticizing it because his secre- 
tary has found what she assumes to 
be a mistake. 

The most satisfactory manner of 
handling a translation is to have it 
done in Montreal and, blessed by 
your Montreal representative, then 
back to Toronto for production. As 
a last-minute check, the actual trans- 
lator should do the proofreading and 
assume responsibility. 


Gl Lists Mcre General 


Another problem you will face in 
using direct mail in Canada is the 
acquisition of a mailing list. 

If you require a list of dentists, 
truck or automobile owners, electri- 
cal contractors, home builders and 
hundreds of other general classifica- 
tions, there are several list houses 
who can readily supply your needs. 
lf, however, you demand highly spe- 
cialized means, you will face some 
difficulty. 

For example: In a Canadian mail- 
ing list catalogue, under the classifi- 
cation “Boiler Manufacturers,” you 
will find 175 names and no other 
reference. Under “Boilers” in a U.S. 
list catalog, you are offered “Boilet 
Manufacturers — 1,144.” Other list- 
ings include “Boiler Manufacturers, 
Largest,” “Boiler Manufacturers, Ma- 
rine,” “Boiler Manufacturers, Oil and 
Marine.” There is also reference to 
“Boiler Cleaners,” “Composition 
Manufacturers,” “Fittings Manufac- 
turers,” “Repairers,” “Scaling Tools,” 
“Setters and Setting Manufacturers.” 

In a Canadian list catalog under 
“Concrete” you find two references 

one for “Block Manufacturers” 
and one for “Ready Mixed.” The 


U.S. catalog shows 17 listings broken 
down as far as “Stone and Slab Man- 
ufacturers” . . . or even “Concrete 
Furniture.” 

When it comes to engineers, the 
Canadian breakdown stops short at 
seven kinds when your U. S. houses 
catalog 44 different types of engi- 
neers. 

The reason for this lack of finely 
classified lists is simply one of num- 
bers. For instance, you have 280,000 
engineers, while a Canadian house 
shows only 2,750. 

Certainly if Canadian houses broke 
down their selections to “Optical En- 
gineers,” of which you have 73, and 
Packaging Engineers,” of which you 
have 45, we would end up with one 
or two. 

The demand for more specialized 
lists is growing, and list houses are 
looking into ways and means of sup- 
plying the demand. As a matter of 
fact, certain U, S. list compilers are 
offering Canadian lists, and their 
catalogs reach us periodically. One 
U.S. list house advertises their serv- 
ices in the Toronto telephone book. 
Sull another U. S. house is consider- 
ing opening an office in Canada. 

So for the present, if you need a 
highly specialized mailing list, you 
may have to custom-build it. But 
within two years most of your re- 
quirements will be available. 


ntinued on 


REPORTER’S NOTE: 


W. W. McGregor joined the staff of 
Maclaren Advertising in 1950 as an 
account executive specializing in sales 
promotion for the Canadian General 
Electric account. 

In 1954, when Maclaren established a 
Sales Promotion Department to handle 
all clients, Mr. McGregor was put in 
charge of it. In six years, the depart- 
ment has grown from oa staff of three 
to a staff of ten. His talk at this year’s 
AIA convention (from which this article 
is condensed) was a highlight of the 
meeting. 





by PAUL BRINGE 


Upgrading 


Letter Copy 


HE first thing you will notice 

about the Gulf Laminating lette: 
is the we-we approach. What’s wrong 
with too many we’s in a letter? It is 
impersonal in the reader’s terms, usu- 
ally indicates a selfish writer attitude 
and—most important—-a lack of real 
thought about the reader’s problems. 

There are more we-we letters com- 
ing from big firms than from small 
ones, more coming from the presi- 
dent’s office than from the sales de- 
partment. I have deep sympathy for 
the public relations department of 
the large firm when the president 
decides he is going to write the 50th 
anniversary letter to the employees, 
or the covering letter for the annual 
report. 

Let’s do a paragraph by paragraph 
analysis of this letter. “We are writing 
to inquire. . . .” Certainly this is self 
evident. Why use words to point out 
the obvious? “Whether or not. es 
Why a suggestion in the first line that 
the reader may not be interested in 
what we offer? That is for him to 
decide. You must assume every reader 
of your letter is interested. 

“We are manufacturers of specialty 
plywood products. . . .” The letter- 
head says this. How much better if 
a specific example of a specialty ply 
wood product had been given here. 
“Producing some brush blocks... .” 
This is a letter to brush manufa 
turers. Do we want to suggest, with 
the word “some” that our experience 
in the industry is limited? “We would 
like to expand our sales in this 
field... .” Well now, the writer is to 
be commended for his ambition but 
the reader couldn't care less. 

Che third paragraph is a recital of 
what the writer can do but it is not 
interpreted in terms of the reader's 
interest. There must be 50 plywood 
manufacturers who can say the same 
about their plants. “We would greatly 
appreciate hearing from you. .. .” Of 
course they will appreciate it but no 
reader will ever reply for that reason. 
\ buyer’s self interest is at least as 
great as a seller’s. 

“We are quite confident. ...” Why 
quite? Aren't we sure? Must we 
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qualify. Won't all of our prices be 
attractive? The overall impression 
made by this letter is of a firm trying 
to develop new business in a field 
with which it is not familiar. That’s 
a sure way to discourage new cus- 
tomers who need confidence in a new 
supplier. 

Now let’s examine the structure of 
the rewrite. The first sentence talks 
about a third person inventing some- 
thing. We are all interested in what 
other people are doing or have done. 
The sentence goes on to identify the 
product and the reader, and says 
someone was thinking about him. 

The second paragraph tells the 
reader we know his problems, gives 
him credit for knowing them too, and 
prepares him to get the answers from 
us. which we provide in the third 
paragraph. 

Now to build up the reader's con- 
fidence in our ability to supply his 
needs we tell him about much more 
demanding customers we satisfy reg- 
ularly. The implication, of course, is 
that we can take care of his less 
critical requirements with ease. He 
who serves the King can certainly 
serve the commoner. 

hen the reader is told he can take 
advantage of this high skill—and we 
quickly tell him we can supply any- 
thing he wants in plywood. The letter 
closes with a bid for action and a re- 
newed promise to the reader of the 
answer to his problems. 
letter 


does 


When you write any sales 
‘ou must assume your 
not want to think, so you must think 
for him. You must assume he has 
dilliculty making buying decisions, so 
you must show him that others have 
made the same decision and benefited. 
He likes to deal with people who be- 
lieve his occupation is important, so 
vou must tell him you think so by 
showing him how much you know 
about it. All of this takes some close 
thinking and study but that’s a small 
price to pay for increased sales. e 


reader 


“For proof that even a good mailing list 
is as changeable as a woman’s mind, con 
sider this: A recent survey showed that 
over a 12-month period 537 out of 1,000 key 
men in industry changed their job, title or 
company affiliation. 323 of the 537 moved to 
another firm, retired or died; 149 shifted to 
other locations in the same company; 65 
changed titles in the same company. So 
nearly half the guys anyone pitches to to- 
day are likely to be replaced by new faces 
a year hence. In addition to emphasizing 
the importance of an updated mailing list, 
what an argument for continuous advertis 
ing and repeat sales call!” 

From B-B Shots, publication of Boyer & Bowman 
Agency, 66 South Sixth St., Columbus 15, Ohio 
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Completely conveyorized, mail-handling 
system at R. L. Polk & Co. relies on 
Bunn Package Tying Machines. 


Machine-tying 


to 


beats hand-tying 


Bunn automatic tying “keeps mail on the move” 
for R.L. Polk*...handies up to 1,500,000 units a day! 


“With a mailing volume like ours,” 
says Mr. M. K. Puda, Manager of 
Direct Mail Production for R. L. 
Polk’s busy Detroit office, “hand 
methods are costly. When it comes to 
tying, we rely fully on the Bunn Ty- 
ing Machine! 

“Yes,” says Mr. Buda, “Bunn auto- 
matic tying has been saving us time 
and money since 1933. In all, we now 
use 26 Bunn Machines.” 

Mail-handling specialists since 1870, 
R. L. Polk & Co. know whereof they 
speak. Whether your volume is in the 
hundreds or hundred-thousands, 
Bunn automatic tying can streamline 
your mailing operations 


*Internotionally famous direct mail organization 


Q 
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B. M. BUNM CO., 7605 Vincennes Ave., Dept. RD-87, Chicago 20, til. 


Ties anything. And mail is just part 
of the story. Packages, magazines, 
boxes, bundles: yes, literally anything 
you now tie by hand can be tied 
neater, better and faster on a versatile 
Bunn Machine. 

Operation is simple, positive. You 
just position the object to be tied, 
then step on a trip. Automatically, 
you get a precision tie...in 1% sec- 
onds or less. Faster than hand-tying? 
About 10 times. And the Bunn knot 
saves on twine, too. 


Send today for full data on how 


Bunn automatic tying can cut costs 
for you. Use the handy coupon below. 


PACKAGE 
TYING 
MACHINES 
Since 1907 


Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


GET THE 
WHOLE STORY 
Send today for 
this fact-packed 
booklet, which 
illustrotes the 
Name 


B. H. BUNN CO., Dept. RD-87 
7605 Vincennes Ave., Chicago 20, lil. 


(J Please send me a copy of your free booklet. 
(] Please have a Bunn Tying Engineer contact me. 





many advantages 
of Bunn Tying 
Machines. 





Or let a Bunn Company 


Tying Engineer Jilin 





show you. 
No obligation. : 
City 


Zone State __ 








Age You doing everything you 
d should to increase sales? Of 
course, you do the usual. You adver- 
tise in publications that reach your 
market. You see to it that your sales- 
men are well up on the benefits of 
your products. You have a fighting 
sales force that calls on logical buy 
ers. Perhaps you make an occasional 
mailing to customers and prospects. 
But are you discovering and testing 
new markets, new uses for your prod 
uct, new ways of presenting it? 

I asked a business executive this 
question recently, and he gave me 
a baleful look. His expression seemed 
to say, “We're doing all right.” He 
18s. too 

Probably 


But if vou are satisfied with the vol 


youre doing all right 
ume you get from your share of the 
existing market and are content to 
let your competitor have his share 
vou are average. Live and let live . 
that’s fine 

But it wouldn't hurt. and it might 
help your sales curve, to look closely 
at some new markets 


A Walk Through the Notions 
Department 


The manufacturer of a vaporizins 
bug killer did a fair job through 
housewares departments of depart 
ment stores. On one of a salesman’s 
calls he walked through the notions 
department and got an idea. Women 
buy bug killers. Women shop in no 
tions departments Women decide on 
purchases in notions departments 
whereas some of the bigger ticket 
products in the housewares depart 
ment entail talking it over with the 
husband. 

So with the idea in mind, a mailing 
was made to notions department 
buyers. Offered an extra discount to 
pass along to notions sales people 
on sales of the bug killer. 

The clerks liked the idea. The re 
sult was the sale of this bug killer in 
four times the volume it sold in 
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“Reed-able Copy” 


A Meithly Clinic Conducted by Owill Rud 


housewares departments. 

Ihe housewares salesmen, used to 
selling big ticket items, gave scant 
attention to the bug killer. The no- 
tions clerk, used to making small 
sales, pushed the bug killer and made 
a killing. No pun intended. 


Dog Motels 


Another one a knock-down, do- 
it-yourself dog house. Who buys 
them? Why, dog owners, of course. 
And they sell in pet supply stores, 
department stores and other tradi- 
tional outlets. 

But many people take the family 
pet along when they travel. They 
often have trouble getting accommo- 
dations, because some motels won't 
take dogs. So the dog house maker 
got an idea. 

Why not sell dog houses to motels 
to attract dog owner guests? Display 
the dog house in front of the motel. 
Sign on it FOR THE COMFORT OF 
YOUR DOG: A BRIGHT, CLEAN, COM 
FORTABLE PRIVATE DOG HOUSE FOR 
THE NIGHT FREE, 

Then the dog house manufacturer 
got another idea. Why not sell motels 
a supply of these cartoned doghouses 
for sale to dog-owning guests? Thus 
a new, fresh, untouched market was 


dis overed. 


Man-Traffic 
Why shouldnt a haber- 


daskery sell shaving cream and golf 
balls? Or pipes, fishing tackle and 
leather goods? If packaged attrac- 
tively for counter or floor display. 
The haberdasher has man-trafhic 

and they 
haber- 
without 


men s 


guys who buy these things 
become impulse items. The 
dasher can make a profit 
lifting a hand. 

Testing new ideas, new sales ap- 
peals, new markets can be done on 
a pin-pointing basis with direct mail. 
That’s one of the many uses of the 
medium so many business executives 


overlook 


With competition what it is in your 
traditional market, blazing new mar- 
ket trails often pays off in volume 
and profit. 

Of course, the minute you have 
demonstrated you can sell to a mar- 
ket not yet thought of by your com- 
petitor, he'll figure out some way to 
get into the act. And you'll have 
competition there just as you do in 
your traditional markets. 

The answer? Keep a jump ahead 
of him. 

Look outside your traditional 
channels for opportunities to make 
sales. Office equipment traditionally 
sold through office supply stores is 
also sold by the millions by printers, 
five and ten cent stores, drug stores, 
even hotel lobbies and cigar counters. 

Auto supply dealers sell many 
things other than automobile sup- 
plies. You'll find them stocked with 
backyard swimming picnic 
baskets, camping equipment, maps, 
even clothing for the sportsman who 
takes his vacation by car 


pools, 


it’s Easy to Find Out 


Often a wild idea can be made to 
work. It’s easy to find out. Just get 
names and addresses of concerns or 
market you feel 
product. Have a 
descriptive 


people in a new 
buy your 
sood selling letter, a 
folder prepared. Work out an attrac- 
tive profit-making offer. Explain the 
turnover and profit possibilities to 
the retailer. Make a test mailing of 
a few thousand. Ask for the order. 
What happens will give you a lead 
to the possibilities. 


might 


Take a flyer at some group of pros- 
pects for your product who do not 
traditionally handle your line. You 
may get a profitable surprise at what 
new sources for sales you can un- 
cover. 

There is still room for imagination 
in this fascinating business of creat- 
ing sales by mail. Use it. Or talk 


ntinued on Page 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS 








REPORTER REPRINTS 


Reprints of Fact-Filled and Idea-Stimulating articles 





49 WAYS DIRECT MAIL CAN BE PUT TO 
WORK IN YOUR BUSINESS. A check list. Find 
out how many of the 49 ways you can use in your 
business 1 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letterhead 

25¢ 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY. Gives a com- 
plete direct mail program used by Lynn’s Ap- 
parel Shop. Can be adapted to other retail stores 

25¢ 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL. Four formulas on how to make your direct 
mail better. An outline for thinking ees 25« 


ADVERTISING MANAGER submitted budget to 
new president who slashed direct mail from pro- 
gram. Problem: How to convince management 
thet direct mail must stay to achieve maximum 
promotional impact. Brainstorming produced 58 
excellent answers. . Ss > . CREE ROR ROUEN Lae 


NEWSLETTERS SEEM TO BE TODAY’S 
MAGIC FORMAT. Most successful one so far is 
Emery Air Freight’s. Tell-all case history gives 
methods, results, copy cues 25¢ 


CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes... 
through readership studies. Leonard Raymond re- 
ports on 5 studies giving results and illustrated 
material 


THIRTEEN READY MADE LETTERS FOR FI- 
NANCIAL SALES SUCCESS. Ferd Nauheim 
presents 13 different letters for selling securities 
and explains how and why they should be used 

50¢ 


FUND RAISER TELLS ... how he keeps a 100% 
corrected mailing list. System can apply to any 
business and will help you maintain contact with 
valued ex-customers ... 





INDUSTRIAL DIRECT MAIL. Bob Delay shows 
results of 4 direct mail programs for clients, plus 
readership results of each. Mailings illustrated 

25¢ 


CHECKLIST FOR SELLING. A 50 step method 
used by Old American Insurance for making sure 
(ahead of time) that their direct mail package is 
complete and well designed. It'll help you pre- 
judge your direct mail 25¢ 


HOW GOOD ARE RETAIL MO CATALOGS? 
Lester Harrison tackles the subjects with figures, 
common sense and reasons why. You'll learn why 
top retailers consider this department essential 
to profits — 


HOW A MECHANIZED PUNCH CARD SYS- 
TEM CAN HELP FUND RAISING BY MAIL. 
Basic information if you are faced with problems 
of volume addressing, tabulation, record keeping 
and follow up 2 


HOW CUSTOMIZED DIRECT MAIL HELPED 
DOUBLE DALE CARNEGIE ENROLLMENTS 
IN THREE SHORT YEARS. Tells how to win 
prospects and influence specific market groups. 
Letters given 25 


AN UNUSUAL SALES PROMOTION SERVICE. 
KGA’s (NYC advertising agency) story about Ta- 
lon and Crown Cork campaigns. Pieces illustrated. 
Gives well planned sales promotion and merchan- 


dising programs. 8 pages of helpful information 
50¢ 


HOW DO WE GET THERE FROM HERE? Whit 
Hobbs, copy chief, BBD&O, N.Y. thinks there are 
six things wrong with the advertising business 
and tells what he’d like to do about it. Enjoyable 
reading 25¢ 


SIMPLE LETTER CAMPAIGN TO WIVES 
SELLS HEATERS. Knipco campaign puts fire 
under hubby and dollars into the Christmas fund. 
Tells how 86 wives sold 600 dealers on Knipco 
Portable Heaters y 


MAIL ORDER STRATEGY: An idea-packed man- 
ual of personal interviews conducted by Lewis 
Kleid. 22 mail order experts answer nearly 600 
questions. Their “how we do it” advice will help 


you plan your own successful mail order strategy. 
$7.50 


-) 


Please Turn Over 








DIRECT MAIL ADVERTISING 
AND SALES IDEAS (continued ) 





HENRY HOKE LIBRARY 


Can be purchased separately or in a complete 
package enclosed in an attractive green Case 
Binder for your desk or library shelf. 





» 
- 


13 DOGS THAT CLIMB TREES: A personal adven- 
ture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial and 
error the fundamentals of direct mail advertising 

$1.00 


HOW TO GET THE RIGHT START IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s..... ... $1.50 


HOW TO THINK ABOUT DIRECT MAIL: In 


five easy to read sections, it gives the basic essen- 


tials for the successful use of direct mail... .$1.00 


HOW TO THINK ABOUT LETTERS BY HOW- 
ARD DANA SHAW:A reprint of thirteen thought 
provoking articles by the Philadelphia letter writ- 
ing expert 


HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 
age from direct mail? Ranges from zero plus to 
100% minus 


HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific man- 
agement, promotion, publicity or sales problem 

$1.00 
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] Send me your quantity price sheet. 


} I’ve checked items wanted above and am enclosing 
In payment. 


The Reporter of Direct Mail Advertising 
224-7th Street, Garden City, N.Y. 


...state 


HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many peo- 
ple to do a better job with their direct mail, 
whether it be simple or elaborate $1.00 


HOW TO THINK ABOUT MAIL ORDER: This 
important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field . . . attempting to de- 
fine “the . -al secret of success” $1.00 


HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting and maintenance....... . .$1.00 


HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertising. . . .$3.00 


1 complete set of above ten direct mail books 
packed in Library Case Binder at $12.50 


check 
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with someone with imagination, even 
though he may know nothing about 
your particular business. You may 
be so close to the woods you can’t 
see the trees. 

Have you discovered any new mar- 
kets lately ? 


If You Sell Through Jobbers 


Getting your product into the job- 
ber’s warehouse is only part of you 
job. Too often a spec ialty just “lays 
there” waiting for some retailer to 
ask for it. 

Enlightened manufacturers are 
creating a demand for products by 
direct mailing to dealers—askine fo 
orders then routing the orders 
through their jobbers. Or asking the 
retailer to ask his jobber salesman 
about the product and its profit possi- 
bilities. Or shipping direct and giv- 
ing jobbers credit. 

Such direct mail techniques do 
several things. They move merchan- 
dise out of jobbers’ warehouses and 
onto dealers’ shelves: they show job- 
bers the profit and turnover possi- 
bilities of the product; they get re- 
orders from jobbers. 

One manufacturer bringing out a 
new product first went to the retailer 
with a direct mail campaign making 
a “specialty introductory offer” and 
“money - back -if- you-don’t-sell-them” 
cuarantee. 

First thing he knew, he had his 
distribution through retailers solved. 
Jobbers heard about it, of course. 
Jobbers soon began writing for in- 
formation wanting to handle the 
line. 

The point of all this is simply 
stated. If you have been thinking of 
direct mail as a way to sell a $2 
vadget or a book, or some other 
low-priced item to consumers, you've 
got a pleasant surprise in store. 

It would pay you to investigate 
how direct mail can be effectively 
used as a selling tool directly to 
jobbers and dealers to get them to 
stock and sell your item. e 


CANADA 


ntimued from Page 31) 


Here’s another little direct mail 
problem Canadian manufacturers 
often wrestle with, and that is to use 
or not to use material that is created 
and produced in the U.S. 

In order to get some facts and 
figures on the percentage of U, S. 
material imported into Canada, we 
released a short questionnaire to 
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FREE TRIAL ae 
CLIP BOOK of LINE ART 


YOURGC FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts pro- 
fessional flavor into low-budget paste ups... 
saves time and money. Used by ad agencies, art 
studios, printers and industry. Dozens of top 
quality line drawings every month. Ready to 
use just clip and paste! Just jot a memo on 
your company letterhead: “Send me the current 
“Clip Book of Line Art” on 30-day approval.” 
No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3. NEW JERSEY 











SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 


Milwaukee 16, Wis 





PRICES NOW. FELIN TYING MACHINE CO. 


a 


NTING 





OFFSET PRI 


“OR FINE QUALITS 
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Photo-Offset Printing 








Offset Plate Making 
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Planographing 
DOOLITTLE & CO., INC. 


320 N. Dearborn St. 6-8 W. 20th Street 
Chicago 10, Ill. New York 11, N.Y 
SUperior 7-1722 CHelseo 2.6092 All Bindery Services 


Plastic Mechanical Binding 


ESTABLISHED 1920 40 YEARS’ EXPERIEN 
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CATALOG FREE ON REQUEST! 


Includes copy suggestions 
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Earle A. Buckley 


Association Board 
Chooses Buckley 
As New Chairman 


Miami Beacu—FEarle A. Buckley. 
president of the Buckley Organiza- 
tion, Inc., Philadelphia, has been 
selected as Chairman of the Board 
of DMAA. 

The choice of the new chairman 
was announced at the closing session 
of the 43rd Annual Convention by 
the outgoing chairman, S. Arthur 
Dembner. circulation manager of 
Newsweek. 

Mr. Buckley, head of an advertis 
ing agency specializing in direct mail, 
is the author of “How to Write Bette: 
Business Letters” and “How to In 
which is 
scheduled for publication early next 
year by McGraw-Hill. 

The new chairman has been chair- 
man also of the United States 
Treasury's National Direct Mail 
Committee since 1941. He has been 
a national director of the Trans- 
America Advertising Agency Net- 
work and chairman of the Board of 
lrustees of the Charles Morris Price 
School of Advertising and Jour 
nalism. 


crease Sales with Letters.” 





’61 Convention 
Already Under Way! 

Miami Beacu—Even before the 
DMAA’s 43rd Annual 
Convention, it was revealed that 
work has already started on the 
4Ath. 

The appointment of Angelo Ve- 
nezian, vice president of McGraw- 
Hill Publishing Co.. as chairman 
of the steering committee for the 
1961 get-together was announced 
at the annual 
here. 

Next year’s gathering will be 
held at the Statler-Hilton Hotel. 
New York, Oct. 10-13. 


close of 


business meeting 
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Flesch Heads Panel of Experts As Workshop 
on Business Letters Opens New Season 


New YORK A new season of in- 
tensive activity for DMAA members 
vets under way here Nov. 15, when 
an all-day workshop on the subject 
of business letters is scheduled to be 
held at the Plaza Hotel. 

It will be followed by a financial 
workshop on Nov. 29, also at the 
Plaza. 

The business letter workshop will 
feature a panel of authorities, headed 


Rudolf Flesch 
by . Rudolf Flesch, well-known 
author and expert on the use of 
English. 

He is the author of the 1955 best- 
seller. “Why Johnny Can't Read.” as 
well as of seven other books related 
to language subjects. A native of 
Vienna, Dr. Flesch came to this coun- 
try in 1938. He holds a Ph.D. from 
Columbia University. 

Others 
will include: 

Mona Sheppard, vice president of 
Leahy and 
consultant firm. She is the author of 
“Plain Letters—The Secret of Suc- 
cessful Business Writing,” and has 
long been a crusader for the use of 
simplified writing: 

Paul McCauley, of American Air- 
lines, who will “voodwill” 


heading panels that day 


Company, management 


discuss 


letters: 

Elisworth Howell, of the Grolier 
Society, on business sales letters: 

Mary Lewis Purdy, Time-Life As- 
sociates, is complaint 
letters; 

Joseph 
Ward, who will lead a discussion on 
collection letters. 

The Nov. 15 workshop will con- 


clude with a presentation of varied 


whose topic 


Gentis, of Montgomery 


mechanical methods of reproducing 
letters, discussed by eight letter shop 
experts. 

Art Burdge, Young & Rubicam, is 
serving as chairman for the business 
letter program. The Novy. 29 financial 
session will be chaired by Fred Nau- 
heim, of Kalb, Voorhis Co., Wash- 
ington, and will feature these dis- 
cussion leaders: 

Donald Babson, United Business 
Services, Boston, on “Mail Selling to 
Emotional Buyers in a_ Regulated 
Industry”: 

Gaines Brush, Dewitt-Concklin, on 
the annual report: 

Howard Moss, Albert Frank, Guen- 
ther Law, “How to Write Financial 
Copy.” 

Luncheon speaker for the Nov. 29 
program will be William J. Casey of 
(Continued on Page 39) 


Mona Sheppard 
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Pertinent Excerpts from Major Addresses at DMAA Convention 


Miami Beacu—Following are some 
of the statements made by featured 
speakers at the 43rd Annual Conven- 
tion of DMAA: 


Robert Feemster, chairman of the 
executive committee, Dow Jones & Co.— 
“I do not believe America has ever been 
over-produced. I believe it has been over- 
sold. . . . Let’s forego our image and 
do a better job creatively, because if 
there ever was a time when this is so 
true, America needs you now.” 


Dexter M. Keezer, economic adviser, 
McGraw-Hill Publishing Co.—“Whether 
or not the 60’s live up to the promise of 
soaring, sizzling, etc.,so widely attributed 
to them earlier this year will depend in 
major degree on how well the sales de- 
partment does its job. Selling has 
become a basic economic process in the 
sort of economy of abundance we have 
created in the United States.” 


Paul J. Bringe, consultant—‘Over-use 
of gimmicks generally indicates a failure 
to use words properly. . . . Printed adver- 
tising has never been able to go faster 
than the reading and writing ability of 
the public. What does this mean for us 
in direct mail? It means the words we 
use can never go beyond the capacity of 
our particular audience if we expect them 
to be effective.” 


George W. Head, advertising and sales 
promotion manager, National Cash Reg- 
ister Co.—“We don’t sell machines by 
direct mail, but we do sell ideas. . . .” 


Edwin Riley, director, postal services 
division, U. S. Post Office—“Direct mail 
advertising is a vigorous and profitable 
industry. The Post Office is vital to the 
future health and growth of direct mail. 

A negative opposition to all adjust- 
ments proposed is not the way to solve 
the financial problems of the Post Office. 

Ihe Post Office recognizes that prog- 
ress in finding ways to overcome its 
revenue deficiency cannot be realized in 
the present atmosphere of misunderstand- 
ing and opposition.” 


Calendar of Events 


NOVEMBER 
15 New York, N. Y.—Business Letter 
Workshop, Plaza Hotel 
29 New York, N. Y.—Financial Work- 
shop, Plaza Hotel 
JANUARY 
31 New York, N. Y.—Production Work- 
shop, Plaza Hotel 
FEBRUARY 
14. New York, N. Y. Ninth Annual 
Circulation Workshop, Plaza Hotel. 
MARCH 
Chicago, ll.— Fourth Annual In- 
dustrial Workshop. 
APRIL 
New York, N. Y. Basic Direct 
Mail Workshop, Plaza Hotel. 


Los Angeles, Calif. West Coast 
Spring Meeting, Statler Hotel. 
AUGUST 

New York, N. Y.—Closing date for 
61 Award Winners entries. 
OCTOBER 
10-13 New York, N. Y.—44th Annual 
Convention, Statler-Hilton Hotel. 


NOVEMBER, 1960 


IBM Awarded Top Honors in ’60 Contest 


Miami Beacu — W. H. Simpson 
(left), manager of advertising and 
sales promotion for IBM’s data proc- 
essing division, receives the Gold 
Mailbox from Robert F. DeLay, 
president of DMAA. 

In the foreground of above photo 
is Robert Feemster, chairman of the 


executive committee of Dow Jones & 
Co., who served as convention key- 
noter. 

The Henry Hoke Award, for “cou- 
rageous solution to a difficult prob- 
lem solved by direct mail,” was 
awarded to the Pennsylvania Trans- 
former Div. of McGraw-Edison Co. 





Direct Mail Volume 
Continues Increase, 
Figures Reveal 

Mramrt BeacH —The figures of 
1960 Direct Mail Volume show that 
direct mail continues to increase. 

At the business meeting of the 43rd 
Annual Convention at the Ameri- 
cana, Robert F. DeLay, president of 
DMAA, reported that estimated direct 
mail dollar volume for the first six 
months of 1960 was $1,031.644.595. 
This was a 7.3% increase over a like 
period in 1959, when estimated 
Direct Mail volume reached $960,- 
709,967. 

Mr. DeLay explained that 1959 
figures released by the association 
were under-estimated, due to the dif- 
ficulty during 1959 of computing the 
changes that occurred in postal rate 
rises. When the 1959 Cost Ascertain- 
ment Report of the Post Office was 
released several months ago, it re- 
vealed that the physical volume of 
First Class mail remained the same in 
1959 over 1958, but that Third Class 
mail actually showed an increase of 
more than one billion pieces, or 
about 7%. 

These statistics would seem to con- 
firm spot checks which previously in- 
dicated that when First Class rates 


went from 3¢ to 4¢ in January, 1959, 
many users of First Class mail 
switched to Third Class, swelling the 
volume of Third despite reductions in 
the use of Third Class mail when 
Third Class rates were also increased. 

DMAA estimated dollar volume of 
direct mail for 1959 was actually 
$1,930,588,964, an increase of 6.8% 
over 1958. The 1960 figure, com- 
pared to this revised 1959 figure, 
shows that direct mail volume con- 
tinues to rise. A part of this increase 
reflects increased costs of paper, en- 
velopes, printing and mailing, as well 


as postage. 


Workshop Series Opens 


(Continued from Page 38) 

the Institute of Business Planning, 
Washington. His topic will be “The 
Growing Public Interest in Financial 
Services.” 

DeWitt McGraw, Acacia Life In- 
surance Co., Washington, will open 
the afternoon meetings. His session 
will be followed by panel discussions 
on mutual funds, banks, and savings 
and loan associations. 

These two workshops are the first 
of a series of six to be held here and 
in Chicago through April, 1961. 








“Instantaneous Appeal” 





Make the “approach” of your 
advertising inviting — exciting; 
impelling — selling. We Can! 


“Ghat Fellow Bott’ 9 


Leo P. Bort, Jr., 64 E. Jackson, Chicego 





23,000 HIGH SCHOOLS — 
Names and addresses on addressograph plates 
Available for addressing your direct-mail 
promotions 
For complete details, write, wire or phone 
SPECIAL CORRESPONDENTS, INC 
230 East Ohio Street 
Chicago 11, Illinois 
DElaware 7-1065 


LOOKING AHEAD 


As direct mail becomes more competitive and 
more expensive the copy and approach you 
used in the ‘50’s won't be good enough. What 
ere you doing about it, now? 


You can talk with Paul Bringe (by mail) about 
improving your copy, your package, your 
product and your sales strategy. Writing won't 
cost you anything and you will get on the list 
to receive Direct Mail Briefs from Bringe every 
month. That's free 


Write today 


Paul J. Bringe, Inc 
213 E. Michigan St. 


Milwaukee 2, Wisconsin 
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WE ELIMINATE 
CREATIVE WORRIES 


Ad men are under constant pressure to come 


up with new ideas and campaigns annually 
monthly, weekly—sometimes daily. The monthly 
motto direct mail campaign must be good—for 
some of our clients have used it for ten years 
If it fits your business, if no competitor is 
using it, if you aren't a stuffed shirt—it means 
one less creative worry for you. A request on 
your business letterhead will bring information 


LET'S HAVE 


BETTER MOTTOES ASSOCIATION Sa 


2127 East Ninth St. 
Cleveland 15, Ohio 





Looking For 
LETTERSHOP SERVICES! 


Refer to The Direct Mail Direc- 
tory under Mail Advertising 


Services on page 48 
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305 East 46th St., N 
PL 3-4943 
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* ORDER BY NAME FROM SPECIMEN 
BOOK SENT ON RECEIPT OF 25¢ 
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some 50 Canadian firms (got a good 
response, too—74°~). Here are the 
facts. 

['wo-thirds of the respondents in- 
dicated that they import 25¢¢ or less 
direct mail literature from the United 
States. 

Che reason given—the U. S. mate- 
rial did not cover the Canadian mar- 
ket in terms of prices, specifications 
ind availability of products. 

The type of printing generally im- 
short run 
changing 


ported is heavy catalogs, 
folders of a_ frequently 
nature and highly technical literature. 

The reasons given—material was 
of a complex or technical nature re- 
quiring a large staff for preparation, 
and that it was cheaper to import 
rather than employ a duplicate staff 
in Canada. 

Others stated that they 
literature in small quantities and that 
to produce in Canada would be pro- 


imported 


from 
. especially lush material, 


hibitive a printing cost stand- 


point : 

\ great number of replies stated, 
rather strongly, that they preferred to 
create original material for the Cana- 
dian market rather than use adapta- 
tions of L. S. There was 

distinct nationalistic flavor to sev- 
eral of these replies, but also a defi- 
nite feeling that the method of 
approach which might be highly suc- 
cessful in the U. S. would not always 
ro over too well in ( anada. 


material. 


Case histories indicate that Cana- 
dian material appeals more to Cana- 
dians than do U. S. counterparts. 

However, many companies take 
advantage of the U. S. association by 
plates, positives and, in 


photo-copies of actual 


bringing in 
many cases, 
artwork. 

All U. S. literature must carry the 
imprint “Printed in U.S. A.” ‘This 
often leaves a doubt in the reader’s 
mind about pricing, delivery, avail- 
and starts him to wondering 
product that says 


ability, 
if there is such a 
“Made in Canada.” 
While the language, list and crea- 
tion-production factors are sometimes 
a problem in Canadian direct mail, 
the rules for successful mail promo- 
tion are universal, Build a good list, 
in the right market, get the 
approach over quickly one that 
solves a particular problem, and your 
mail will be read and acted upon. 


proper 


And that, it seems, is what the 
Copy Chasers have been saying for 
years about business paper advertis- 


ing ... and it works. @ 


POSTAL AFFAIRS 


tinued from 


But now a joint committee should 
sit and study the cost-cutting results 
of these new facilities and understand 
the need for 

STANDARDIZATION AND AUTOMATION 

There is no question that the pub- 
lic and business mail users are going 
to have to accept some degree of 
standardization of size and dimension 
of mail. To develop automation, 
which must come in a modern, elec- 
tronic society, we are going to have 
to think in terms of a high speed, 
efficient system of postal communica- 
society. It 


tions in a fast growing 


seems to me that we are going to 
have to begin to design promotions, 
where we can, which will into this 
new system. 

The Post Office. 
must show that it is equally sympa- 
thetic to the problems of mail users 
and stop scaring users to death with 
complicated language in The Federal 
Register. More time is needed to 
digest, think and act on suggested, 
new ideas. Right now, there are a lot 
And there 
seem to be no clear-cut answers avail- 
able. 

For example, 
self mailers absolutely 
Don’t they actually represent a small 
part of total automation problem? 
Isnt there some way that odd sizes, 
self mailers and so on can be hand- 
handled without complicated sur- 
charges? Complicated rate structures 
arent modern. And isn’t it true that 
the great majority of First- and 
Third-Class is now nearly machinable 
with just a few minimum changes on 
the mailers’ part? So why don't we 
solve 80% of the problem and go for 
the easily attainable cost savings? 
What about 3547? the problem of 
undeliverable mail? What are true 
costs? How can we keep lists clean 
without it? 

A joint 
needed here. To 
new plans and developments. 

THE MONEY PROBLEM Certainly 
the leasing system for modernizing 
the postal establishment is a solution, 
providing the rent the Government 
will pay is fair and won't eat up the 
automation. But some 


on the other hand 


of questions mailers have. 


is the elimination of 


. « , 
necessary : 


committee is certainly 


keep in touch with 


savings of 
serious consideration should be given 
to spreading capital and research ex- 
penditures over “x” number of years 
rather than expending tremendous 
sums during year of acquisition. We 
should settle the value of public wel- 
fare functions of the post office. This 
load. added to the cost of actually 
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handling the mail may be the root of 
the controversy over postal rates. 

With all of the bickering. I'm sure 
we would resolve the “deficit” isn’t 
quite as large as has been stated: that 
it isnt quite as non-existent as some 
others believe. Another area of com- 
promise. 

There are other problems, but first, 
let’s get back on the track. What is 
needed is a positive climate in which 
mailers and the Post Oflice can oper- 
ate. Fear, suspicion, back-biting must 
be replaced by enthusiasm for the big 
job ahead, by confidence and respect 
for each other. It is quite obvious that 
real dedication exists in The Post 
Office Department when you see, and 
vou definitely should, the Providence 
facility. It is equally obvious that 
business mail users represent a tre- 
mendous influence over our economic 
well being. In consideration of this. 
progress must be gated to com- 
promise, I'm convinced of that after 
hearing Ed Riley and the Assistant 
Director of Postal Services L. W. 
Connor at the Envelope Manufactur- 
ers Association Convention in New 
York on Ox tober 24th. 

I hope the month of October 1960 
will go down in history as the month 
“something happened” . . . to start a 
change from a negative climate to a 
positive climate of friendly coopera- 
tion. Let's make sure we sit down 
with the next Postal Administration 
and continue to work closely with 


career administrators. 


The manager of a small mail order com 
pany wasn't having much success selling 
his goods thiough his classified advertise- 
ments. Instead of receiving orders, the 
frustrated manager receive every day from 
curiosity seekers many letters requesting 
detailed information about his product. 


Each of these inquiries required much 
time to answer, but he patiently labored 
over each reply. Still, after all the trouble 


he had gone to, he got no orders 


Finally, fed up with this needless and 
profitless correspondence, he inserted in his 
next advertisement this concluding line: 
“ve got enough pen-pals, just send an 
order!” 

This, he hoped, would eliminate the fruit 
less mnquiries and, perhaps, increase the 
orders. But, wouldn't you know it, one of 
the first replies to come in read in part 

“Dear Sir: 

Please send me more information on 


your pen-pals as [| have not seen your 
brand.” ® 





Looking For MAILING LISTS! 


Refer to The Direct Mail Direc- 
tory under Mailing Lists (Brok- 
ers — By Subject — Compilers 








and Owners) on page 48 
a 





THIS...1S 


esaletter 


THE DIE-CUT LETTER WITH POCKETED REPLY FORMAT 
—FOR ALL YOUR DIRECT MAIL NEEDS 


MOST ECONOMICAL MAILING PACKAGE 
— SAVES YOU DOLLARS PER THOUSAND 
— GIVES YOU MANY ADDED RETURNS 


— STRETCHES YOUR DIRECT MAIL ADVERTISING DOLLAR 


— TEST IT NOW! 








i 


6 x 9 letter, reply 7% x 10% Self- 

card, envelope. envelope. 2 colors each 

Same colors as above Side — perforated and 

— $16.20 M* eae ka on 
wantity. $12. r M, 

in 100,00 quantity. Printed 2 sides”. 


This size ideal fer letters This format unexcelied for ad- 
with little copy, short visery services, magazine re- 
sales story. newals, collection letters, etc. 


You can have samples of the above, including 
price schedule for quantities of 5,000 te 1,000,000 
by writing on your letterhead to Mel Berlin S/P/M. 





* Prices quoted are from your mechanicals, plus cost 
of plates. 








Self-Mailer open 842 x 11, folded 
twice. Typical 100,000 price 

2 colors each side — 

$15.75 per M*. 


DIVISION OF LATHAM PROCESS CORP. 
200 HUDSON STREET 


NEW YORK 12, N.Y. 
WOrth 6-4500 





Carey can solve it 
BIG RUN speedily, colorfully 
and economically. Our 


roll-fed printing and 

unique paper facil 

CATALO ties, plus round-the 

clock operation, easily 

7 meet your deadline and 
PROBLEM ! 


CAREY 
NEW TEL-O-INDEX & PADS 


Sales Manager 
CHickering 4-1000 
406 W. 31 St., N.Y. 1 

SAVES TIME & SPACE 

Unique patented item with 

wire attachment fits desk 

phones easily. Wire also 

acts as easel or pen holder 

when hung on wail. 

in leatherlike, long 

vinyl, in black or 

boxed 





” . 
No. 407 TEL-O-INDEX 
With 80 cards 2%" x 1%” 
and A-Z index. Priced as 
low as 60¢ ea. in 300 lots. 
FREE 2 line imprint. 
Without wire-less 10¢ ea. 
(No. 404) 
No. 400 TEL-O-PAD 
Same a5; No. 407 but with memo pad and slim ball 
point pen. 60¢ ea. in 300 lots. Without wire-less 10¢ 
ea. (No. 402) 

Sample Complete — $1 88. ppd. (refundable) 


Multi Pad Co. 


1165 B’way., NY 1, NY -MU6-3381 











PHOTO STAMPS — “TIPS-ONS” 
Gummed minicture reproductions from your 
hotos or negotives. 13 sizes. Can be 

10 ords with 
amples 


origina! p 


Dept. 0. M. 3 
Danville, Ilinois 


SALES LETT ERS, ia a femme! 


market is 





t's n 
a 
urd 


s Repro & M ! 

LUISE STORZ and ‘Stat 
22 West Madison Street 
Chicago 2, Illinois 














If you MAIL to EUROPE. . 


Consider the economy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader's Digest and 
the New York Times have discovered 
the advantage 
Write for information—no obligation 

> 


Willemsparkweg 112 
DeMautator N. V. ? 


Amsterdam. Holland 





Direct Mail and Mail Order 


COPY 


that makes SENSE 
that mokes SALES 
thet mokes BUYERS wont 
to do business with you 
Write me about your plens 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best S A nae 
Awards Dartnel! Geld M 
Editor of IMP, “The werld’s hd 

house orgen” 





OMPANY EDITOR 


A Column on House Publications 


by James McAdam 


—— taking over this corner of 
bh) The Reporter two months ago, 
I've spent many hours in the com- 
pany of some 300 different house 
publications. At first my interest and 
enthusiasm were so great I read and 
examined each as carefully as a near- 
sighted judge of a bathing beauty 
contest. Sad to say, however, the 
fascination faded quickly, and I soon 
found myself “drowsing” through 
most of them. But with this nodding 
acquaintance of the under 
my belt, | can now confidently report 
indiscrimi- 
publi- 
replace 


subject 


to you that reading an 
nately selected batch of house 
cations will never, never 
cirl-watching 
day. 

My marathon perusing leads me to 


“create 


. even on a windless 


suspect that many who 
publications must do so with 
hand of their imagination 
And I also suspect that 
control of | the 


pieces have little 


house 
the left 
and talent. 
many of those in 
budgets for these 
faith in their promotional effective- 
ness. If they did take these silent 
salesmen seriously, would they send 
them forth so shabbily dressed? But 
it is not common practice for 
advertisers to deliberately produce 
the unattractive in content and ap 
pearance, the question looms larger: 
Why do so many house publications 
resemble an afterthought rather than 
a forethought? Undoubtedly there 
are many answers to the question. 
Sut one thought strikes me force 
fully: Is it possible the budget con- 
trollers and creative controllers of 
these sub-caliber publications lack a 
clear-cut image of just how well they 


since 


can look and read? Is it possible they 
are unaware of just how much profit 
prestige can be built into the 
pect’s profile of a company and its 
products by an attractive, literate. 
reader-satisfving house 
If so, they should hear 
story of a man who 


pros- 


imaginative, 
publication? 
this story, the 


bonfire of acclaim for his 
company and its products with a 
house publication called appropri 
ately—the Phoenix Flame 


ignited 


On Wobbly Legs 
In 1925, H. J. (Hig) Higdon fa 
thered the first issue of the Phoenix 
Flame, house publicatien of the Phoe 
nix Metal Cap Co. of Chicago. Here 
child-of-the-mind endowed 
slice of the com 


was no 
with the biggest 
pany’s ad budget. Nor was a 21-gun 
birth of a 
doting man 


indicative of the 
fired by a 
contrary, the new 


salute, 
favorite son, 
agement. On the 
publication was just one small, wob 
bly-legged unit in the company’s total 
advertising program. But the Phoenia 
Flame was well sired. 

Thirty-five years ago there were no 
trade journals devoted exclusively to 
pac kaging. In fact, there weren't even 
any departments in available food, 
drug, chemical and beverage journals 
exclusively to the subject 
Metal Products. who 
needed such adver 


devoted 
Yet Phoenix 
supply packaging. 
tising exposure. So they filled the gap 
with the establishment of their own 
publication. Thus Phoenix Flame was 
born with a sound purpose, 
eration often slighted when 
public ations are established. 
Perhaps even more important to 
the future of Phoenix Flame was the 
fact that its destiny was placed in the 
hands of a very talented man. ( Would 
that every new house publication be 
treated so gallantly by management. } 
At an early age, Editor Higdon 
learned the publishing business in 


a consid- 
house 
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the shop of his father, a country 
editor and printer. 

Later he gained editorial experi- 
ence working on the Louisville Cou- 
rier-Journal. Then he served a con- 
siderable stint as an art director for 
an advertising printer. Following 
service in the Navy during World 
War I, he became sales promotion 
manager for a wholesale hardware 
dealer. No wonder it has been said 
that Hig is a one-man agency: ad- 
vertising manager, editor, copy 
writer, artist, photographer, layout 
man and production man. Obviously, 
Phoenix Metal Products recognized 
that you can’t create a great publica- 
tion by assigning the most available 
junior talent to the job. They gave 
the editing job to a pro, not a “pro 
tem.” an action to be devoutly de 


sired. 
A Child of Quality 


Of course, in 1925 Phoenix Flame 
was a child, but a child of quality, 
and quality qualifies any endeavor 
for greatness. So it was not too sur- 
prising that the wobbly-legged new- 
comer grew to such stature that it 
became the very symbol of the in- 
tegrity of Phoenix Metal Products 
and began to spread its profitable 
influence. Thus, a reader was to 
write: “Phoenix Flame is like the 
proverbial stone thrown into the 
pond. Ever-widening circles result, 
and the shores of its influence are 
never reat hed.” 

[his was all too true. For through- 
out its life, in stretching for its shore 
of influence, Phoenix Flame lapped 
soothingly against a sea of minds 
“charlie-horsed” from an overstrenu- 
ous bout with house publication 
sameness. And Phoenix Flame has 
created an undertow that has swept 
back a tidai wave of response: “The 
most attractive publication in Amer- 
ica today’ —University ef lowa. “We 
have been extremely impressed with 
your magazine’—Life Magazine. “A 
sheer pleasure in typography and 
general make-up” Bennett Cerf. 
“Beautifully done and dramatically 
presented”—Constance Bennett. “An 
inspiration in editing and fine crafts 
manship’—American Colortype Co. 
“Nothing so far compares with your 
publication” The Dow Chemical 
Co. “We subscribe to the most lavish 
praise you reprint’—Bourjois, Inc. 
“Your silent salesman leaves us 
favorably impressed”—Warner Bros. 
Co. “May we present your article 
over the air?”—-National Broadcast- 
ing Co. “Material permanently bound 


and placed in our library”—-Univer- 
Vext ige) 
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IT’S NE 


NOW...2 machines for the price of ONE! 
the new single unit desk model 


OY bo PUNCH & 
TOM BINDER 
PLASTIC BINDS ANYTHING, ANYWHERE! 


With the amazing new combination GBC Combo Punch and Binder, 
anyone can add the professional, quality look to all bound reports, 
presentations, catalogs, etc. At production speeds—in one single oper- 
ation! Lightweight, compact, portable, yet it costs much less than an 
ordinary typewriter. Learn more about the many exclusive advantages 
of GBC plastic bindings and the new single unit GBC Combo Punch 
and Binder. 





Fill out and Mail Coupon Today! 
Send NOW for 


(ENERAL Binpinc (orporATION 
NORTHBROOK, ILLINOIS 
Please send me your idea-packed book showing the 


many uses of GBC plastic binding 


RDM 11-60 
Name 
Firm 
Address 


Zone_____State. 


nena eenan a enenenend 
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remained 


n adorned 
honor 


has received 


is this re 
Its as 
a mailin 


Flame r 


comment and 


ul 
the 


practice 
with 
that is 


charm 


ol 


more than 136 editorial, typographi 


and photographic 


ganizations 


I ypographi« 
stitute of Graphi 
Association. the 
Editors 


Adverti 
Council 


ciation 


And 


sink 


ol 


she 


sult 


Ind 


has 


Jp 


J44 


Arts, the 


h as the 
Arts, 
ustrial 


Deen 


LAA 


awards 


irom ot 


Society al 


American In 


Direct Mail 
National 
Ros 


paraded for im 


spection more olten than a marine 
platoon. She has been exhibited at 
numerous advertising, eraphie arts, 
and prac kage 
well as n 
Institutes 
And 


have 


shows of national s« ope, 
ol 
Li 


her 


exhibitions 

and 
of 

features 


Art 


be irics 


private 
L niversities 
reprodue trons 


contents been regular 
in art manuals and advertising, print 
packagin; 


journals 


Is it 


mn and photo rraphic 
that a 
reader has | dont know 
Phoenix Flam is the best 
industrial publication in the country 
That isn't especially important. What 
that Hie took 


seemed to cthers 


anv wonder. then, 
said 


whether 


is Important 1s what 
might 
likely 
oped it into a national institution.” 
And there is the text for this month's 
\ house publication can be 


have an un 


idea for advertising and devel 


sermon: 
i public insti 


be 


vreat. can even become 


tution. Its influence can beyond 


[ n homore paso por agui 


Von daly 
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so 


hitch 
youl 


youl 
best 


share, 


dreams. 


\ssign 


wildest 
piece lo a 
talent to it. Give it a 
mavbe even: a better fair share 
of the advertising budget. And don't 
hobble it for life with a L00-pound 
of 


may 


your 
star. 
fair 


than 


indifference. Remember. 


ol 


weight 
they 
ready 


say vou, as they ve al 
of Hig: “Along 
1980, when some historian sits down 
to about of ad 


vertising’s part in industrial progress 


said about 


write industry, and 
around in his files for 
the current of Phoenix Flame 
He'll trace back to its origin, a half 


cite it 


he ll rummage 
Issue 
century before. and as an 
example of the best.” 

You'd like to put a few questions 
Hig? 


next 


Then join us in this 
We're to 
have a discussion with him—in print 

Hig’s of 


house magazine tick. e 


to editor 


corner month, voing 


ideas what makes a 


COST PER ORDER— 
$25 ON A $2 ITEM 


Being in the magazine publishing 
field, we at The Reporter are naturally 
interested in all types of circulation 
promotion efforts. That's 


by The Hotel 


why a re- 
Vonthly 


mailing 
caught our eve. 


cent 


While most circulation letters are 
written for thousands, and hundreds 
of thousands of this letter 
had a maximum circulation of 1400 
live the of 
Pampa, Texas. The letter was mailed 
to the 1400 local 
Pampa’s new deCoronado Hotel, and 
attempted to sell them a subscription 
to The Hotel Monthiy. The letter. 
printed offset. with blue and gold ink 
on white stock. 
and only 


readers, 


persons who in town 


shareholders in 


was aimed at this audi- 
ence this audience-—since 
Pampa was mentioned prominently 
in the letter, and therefore. could not 
be used for any other purpose. 

It is certainly an impressive mail- 
ing. A blue and gold illustration of de 
Coronado shows through the huge 
window the of the 
envelope making it virtually impos- 
sible for the recipient to toss it away 


on reverse side 


without opening it. Inside is the two 
color letter, a business reply envelope. 
and a special offer certificate printed 
green white stock. Here again, 
Pampa, Texas is printed at the end 
of the address line, making the certi- 
other 


on 


ficate useless for any purpose. 
The copy is excellent, the format 


eye-catching, and the personal touch 
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of mentioning the old hometown is 
certainly exciting. 

But, we learn from Hotel Monthly 
that each letter (including addressing, 
postage and mailing) cost 25¢ each. 
Returns have been running less than 
1%. Cost for 1400 letters is about 
$350.00 with less than $28 in returns, 
or cost per order of $25 on a $2 item. 

How does Hotel Monthly justify 
this expenditure? Robert C. Freeman, 
its editor writes: “We feel that we’ve 
made an impression on the town of 
Pampa, Texas. And we think we'll be 
able to get. eventually, many of the 
directors of the hotel—mostly busi- 
nessmen in the town—to subscribe to 
The Hotel Monthly to learn more 
about the hotel business. even though 
only a few of the stockholders might 
have enough interest to warrant their 
subscribing.” 

We wish them luck. As a public 
relations promotion, it’s an excellent 
good will ambassador. And viewing 
it objectively it’s a good circulation 
letter. 

But creating. printing and mailing 
a letter with a maximum potential of 
only 1400 persons will never make 
any publisher rich overnight. 

Not at a cost per order of $25 on 
a $2 subscription. e 


POETIC 
LETTERS 


Last year we 
letter written and produced by Carole 
Karakas of The Foxon Company (235 
W. Park St., Providence 1, R. I.). 


Letter was so successful . . . it was 


reprinted a poetic 


decided to have another poetic fling. 

The message went to firms who 
have some sort of anniversary coming 
up in 1961. Attached was a cellophane 
envelope containing ten samples of 
vorgeous labels produced in the past 
for anniversary celebrants. 

Here is the copy: 

In “61 we've found, you've an Anniversary 
coming due. Sincere congratulations! May 
we tell you how we knew? 

Frankly, we've always wanted to be pro 
phetic. But our efforts ‘til now were only 
pathetic ! 

Well, sooner or later, our luck had to 
change. And we believe we've at last found 
the range! 

We made like Pinkerton and discovered 
i ball crystal, that is, and guaranteed to 
tell all! 

The first thing we saw as we g 
intent, was your birthday date and we 


ized with 


smiled in content! 

Our soothsaying efforts are successful at 
last. We'll now just look forward—to heck 
with the past! 

So we peer toward your next year (no 
guile or duplicity). We just want to help 
with your Anniversary publicity! 

An attractive seal for your use we'll 


NOVEMBER, 1960 


provide. So each day of the year you can 


point with pride! 

Use for your mailings, put one on each 
letter. To advertise your longevity, there’s 
no way better! 

THE FOXON COMPANY 
by Carole C. Karakas 
carole c karakas 

Of our work the enclosed samples are a 
first-rate illustration. Just return our reply 
form, we'll give you all information! ® 


THE HAPPY 
SNOWBALL 


The first “snowball” of the season 
has already appeared, at least to a 
lot of the advertisers in House & 
Garden Shopping Around mail ordet 
column. 

The snowball. made out of styro- 
foam (a synthetic plastic from Dow 
Chemical) was specially prepared for 
House & Garden. The snowball was 
mailed in a box with a 16 page col- 
ored children’s booklet entitled “The 
Happy Snowball.” The package was 
mailed to H&G’s entire list of 
agencies and mail order advertisers. 


Copy in the bocklet was primarily 
for the child in the house, but in- 
termingled was a sales message tell- 
sales would 


prospect that 
advertising in the 


ing the 
snowball with 
November-December issue. 

Results from the mailing have been 
excellent, according to House & Gar- 
den’s promotion department. Many 
requests have come in for additional 
snowballs. not to mention direct ad 
orders, and leads for H&G’s space 
sales reps. 

The snowball-booklet package was 
mailed first class in small cartons. 
The cost of the promotion was not 
disclosed to us.@ 





LAUGH OF THE MONTH: A reader 
(who shall remain unidentified) sent us a 
mailing he’d recently received from a pub- 
lishing house. Offer was a booklet called 
“42 Ways to Cut Your Direct Mail Costs.” 
As our reader pointed out, they really prac 
tice what they preach. Letter arrived with 


7¢ postage due. 


Before you 
make your 


next mailing 
. . . CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces, 
ads, etc. NO COST OR OBLIGA- 
TION. Write: 


Yj y MAIL ORDER 
kee LIST SERVICE, Inc. 
MAIL ORDER bist HEADQUARTERS 
38 Newbury St., Boston 16, Mass. 


Charter Member National Council 
of Mailing List Brokers 


Successful users of recent 


(0-OP MAILING 


to consumers seek co-participants for ad- 
ditional mailing in Feb. Write or wire 
immediately for details. Box 115, The 
Reporter of DM Advertising. 





LOW, MAN, LOW 
Want the lowdown on “‘AD-SERTS"’ 
new, “proven source of low-cost 
consumer mail orders, subscriptions 
and inquiries? Write ‘“‘AD-SERTS," 
10 E. 39 St., New York 16, N.Y 


“tested and reordered by leading mailers \ 














Wwe represent hundreds of the finest % 
mail order and compiled lists avail- 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


witAVJA DDERN inc. 


215 PARK AVE. SOUTH @ N. Y. 3, N. Y. 














Looking For CREATIVE TALENT! 


Refer to The Direct Mail Direc- 
tory under Copywriters: Direct 
Mail Agencies on page 

48 














Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guvaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Roskam 
Co., 1905 West 43rd, Kansas City 3, Kans. 
TAlbot 2-1881. 





Scriptomatic masters composed. Lowest cost 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Loramie Ave., Chicago 44, III 
Columbus 1-5667 





ADDRESSOGRAPH PLATES 


Brand new plates & frames for your address- 
ograph & speedauymat machines. New lower 
prices. Immediate Delivery 
DEAN FORREST CO 
7 Foster Street, Revere 51, Mass 





ADDRESSING SCRIPTOMATIC 


Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself. 
JEROME S. FINSTON 
Lynbrook, L.1., N.Y. 

LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing practically ‘‘do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881. 





ADVERTISING AGENCIES 
Pulling direct selling mail order advertising 
campaigns in newspopers, magazines, trade 
papers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





___THE BOOK OF PANELS 


for offset contains 369 different art panels, 
including coupon, guarantee and label bor- 
ders plus nearly 500 symbolic designs for page 
ornamentation. ONLY BOOK OF ITS KIND — 
thousands in use. 32 pages, 8x10% in., only 
$4.00. Many other books of promotional art 
and type fonts for paste-up. Free folder. 
A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Calif 





CANADA'S BEST MAILING LIST 


165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 





BUSINESS OPPORTUNITIES 


MAIL ORDER wholesale textile mfg. business; 
North Georgia; est. 1950; $15,000 cash need; 
balance terms. Box 101, Reporter of Direct 
Mail Advertising 
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DIRECT MAIL PRINTING—MAILING 


WE'LL BET FIVE BUCKS—If you mail 250 M or 
more pieces of letter-mail per year, we can save 
you $500 or more, if you mail from Kansas 
City. Send samples or specifications. The Roskam 
Co., Printing & Mailing Division, K. C. 41, Mo 





EQUIPMENT WANTED 


Wanted: Elliott G-W-East West machine. Sten- 
cil V2 x 3. Give full details first letter. Mishek 
Supply Co., Waseca, Minn. 


Wanted: 6-Station Phillipsburg Inserting and 
Mailing Machine. Send information to Morris 
Melton, Melton Book Company, 1901 Levee, 
Dallas 7, Texas 


WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga. 


Phillipsburg or Pitney Bowes Inserter Machine 
Give size, age, condition and price. Empire 
Underwriters, Inc., P. O. Box 55372, Indianap 
olis, Indiana 





EQUIPMENT FOR SALE 


Complete Addressograph Speedaumat Outfit 
Tape perforator 
Automatic Graphotype 
Addressograph with Automatic 
Friction Feeder and Shuttle Feed 
Cabinets for 192,000 plates 
Only 3 years old—less than ‘2 original cost 
RUDOLPH’S 
541 South Clinton St., Syracuse, N. Y. 





FREE MAKING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manutacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
We Charge ONLY for Addressing” 
Usually Compieted within 3 Days) 
Write for FREE Catalogue 
SPEED-ADDRESS KRAUS CO 
48-01 42nd St., Long isiand City 4, N. Y 
STillwell 4-5922 








MAILING LISTS 


Occupant Gas Station List 150,000 names 
your literature addressed or on roll labels 
$15.00 per 1,000 
Wholesale Printers 

760 Market St 

Waukegan, II! 
CINCINNATI SUBURBAN RESIDENT NAME LIST 
On Speedaumat plates. Guaranteed 95% 
$10/M. Decision/Inc., 4616 Red Bank Rd., 
Cincinnati 27, Ohio. BRamble 1-3200 





Direct Mail Proven Buyers. Over 790,000 Alphe- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


Any Chicago business or profession—from 
A to Z. Correctly typed on gummed labels 
Minimum, $3.00. Avers Stationery, 331 N 
Austin Bivd., Chicago 44, Ill 

SPECIALS: 75,000 Retired Mole Federal Em- 
ployees—$15 per M; 100,000 Women Who 
Sew, and 100,000 Women Church Workers 
$10.50 per M. Also 50,000 “Expectant 
Mothers monthly. Query on these. Mailtrader 
Box 643, Ann Arbor, Michigan 


MAILING LISTS — 600,000 carefully selected 
names in Protestant field. Individual lists of 
clergymen, laymen and laywomen, Religious 
Education Directors, Bible Teachers, Chaplains, 
Youth Leaders and many others. Write for free 
brochure ‘Protestant Religious Lists.’ Macfarland 
Company, Box 540-D, Westfield, New Jersey. 


19,000 mail order book buyers on gummer 
labels at $15 per M; 16,000 buyers of $10. 
Investment Report. One time rental and address 
$25. per M. Address Financial, Box 785, Spring 
field 3, Mo 


FOR SALE—Prime mailing list—95,000. No 
Inquiries. Only Buyers. 75% men. Speedaumat 
plates. $9,500. BRyant 9-3179 





MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO., INC. 


CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—-LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 





SPEEDAUMAT ZINC PLATES 


New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guaranteed 
Cost — Speedaumat — $37.50 per M. Other 
plate prices on request — send details. 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Louis 3, Mo. 
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HELP WANTED 


COPYWRITER FOR DIRECT MAIL SUBSCRIPTION 
PROMOTION wonted by magazine publishing 
company located 90 miles from New York 
We are looking for a young man with several 
years experience in the field. An excellent 
opportunity for the right person. Please send 
resume, salory requirements to Box 113, The 
Reporter of Direct Mail Advertising. 


DIRECT MAIL EXECUTIVE 

Rapidly expanding direct mail plant in major 
city (Great Lakes area) seeks experienced ex- 
ecutive to fill the newly created position of 
executive vice president. Company presently em- 
ploys 55. Volume in excess of $500,000. Plant 
is completely integrated with copy preparation, 
camera, offset, multigraph, speedaumat, etc 
Growth possibilities unlimited. This man _ will 
have complete responsibility for operation of 
business. It offers the right man a challenging 
position, with considerable opportunity for self- 
satisfaction and financial reward. Unless you 
have a proven record of success at high level 
management in a lettershop or direct mail 
plant, please do not reply. Send complete 
resume and reference to Box 112, The Reporter 
of Direct Mail Advertising. 


Classified advertising experience wanted. Admin 
istrator and salesman to organize and promote 
classified department business paper publishing 
company. Give background, references and 
salary. Box 114, The Reporter of Direct Mail 
Advertising 


AS REQUIRED BY LAW 


Statement of the Ownership, Management, 
Circulation, etc., required by the Acts of 
Congress of August 24, 1912, and March 
3, 1933, of THE REPORTER of Direct Mail 
Advertising 
Published monthiy at Garder 
October, 1960 
State of New York, County of Nassa 
Before me, a notary public in and for the State and 
County aforesaid, personally appeared M. L. Strutzen 
berg who having been duly sworn according to law 
deposes and says that she is the Business Manager of 
the magazine, The Reporter of Direct Mail Advertis 
the following is, to the best of her 
and belief statement of the owr 
management, etc.. e aforesaid publication 
for the date shown in yove caption, required by 
the Act of August 24 912, as amended by the Act 
of March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, printed on the reverse of this 


City, New York, for 


8s 


the name and address of the publisher is 
Hoke, Jr., 224 Seventh Street, Garden City 
N. Y¥. Name and address of the editor is Henry Hoke 
3 Bluff View Dr., Clearwater, Fla. Name and address 
of the business manager is M. L. Strutzenberg, 224 
Seventh Street, Garden City, N 
2 That the owner is: The Reporter of Direct Mail 
Advertising. Inc., 224 Seventh St., Garden City, N. Y 
names and addresses of stockholders owning of 
holding one per cent or more of total amount of stock 
are: Henry Hoke, president, 3 Bluff View Dr., Clear 
water, Fla Henry Hoke, Jr. secretary, 115 Hilton 
Ave., Garden City, N. Y 
3. That the known bondholders mortgagees and 
other security holders owning or holding one per cent 
or more of total amount of bonds, mortgages or other 
securities are: Henry Hoke, president, 3 
Dr., Clearwater, Fla Henry R. Hoke, Jr., secretary 
115 Hilton Ave., Garden City, N. Y 
4. Paragraphs 2 and 3 include, in cases where the 
stockholder or security holder appears upon the books 
the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for 
whom such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full knowledge 
and belief as to the circumstances and conditions un 
der which stockholders and security holders who do 
not appear upon the books of the company as trustees 
hold stock and securities in a capacity other than that 
of a bona fide owner 
The average number of coples of each issue of thi 
sold or distributed, through the mails 
© paid subscriber luring the 12 months 
the date shown abo 


e was: 874 
M. L. STRUTZENBERG 
to nd sul tibed before me this Sth lay 
of October 

Joseph W. Manser, Notary Pub) 
Commission expires March » 196 
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NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 








Wilder Baker appointed advertising man- 
ager for Stahl-Meyer, Inc., N. Y. C.... 
Art Barr Advertising, formerly of 1186 
Broadway, N. Y. C. announces new loca- 
tion of their offices and art department 
at 65 Greenwich St., Hempstead, L. I., 
N. Y. . . . Charles Reynolds Boogher 
named sales and promotion manager for 
Power-Ful Displays, Inc., Miami screen- 
process printing firm. Charles W. 
Anderson, president of American Ma- 
chine and Metals, Inc., N. Y. announced 
establishment of a public relations de- 
partment and the appointment of A. 
Bruce Campbell as vice president in 
charge. .. . Thomas L. Dempsey named 
publishing director of “Welding Design 
& Fabrication” magazine, and Charles 
A. Hill named publishing director of 
“Modern Office Procedures” Magazine 
by The Industrial Publishing Corp., 
Cleveland 15, Ohio . Joel Harnett, 
National President of the sales Promo- 
tion Executive Assn. announced appoint- 
ment of William E. Becker to the 
National Board of Directors. Becker is 
associated with Bartmann and Bixer, 
division of United Merchants, Inc., 
m ¥.¢ Domestic Engineering Com- 
pany amnounces appointment of John C. 
Hoefer as circulation promotion manager 
for “Domestic Engineering” and “In- 
stitutions Magazine” Chicago, Ill. 
Thomas Hoy, associated with Chicago's 
Sherman and Ambassador Hotels since 
1952, has been appointed to the staff of 
the Nemer Advertising Agency in 
Minneapolis. Laurence J. Jaffe has 
joined the Audits and Survey Company, 
N. ¥. C. as vice president, new service 
development. . Lou Jurado appointed 
advertising and sales promotion manager, 
Cutter Laboratories, Berkeley, Calif. . 
Harry G. Kriegel, president of the Su- 
perior Printing Ink Co., Inc., will be 
presented with the John Peter Zenger 
Award by his friends and associates of 
the Graphic Arts and Fine Paper In 
dustry at the annual dinner on behalf 
of Joint Defense Appeal. Dinner will be 
held at the Hotel Delmonica, N. Y. C.., 
Tuesday, November ist. . . . Charles M. 
Mears, from advertising and sales pro- 
motion manager, Henlein Bros. Co.., 
Cincinnati, to Creative Coordinator, 
Creative Service Associates, Inc., Dayton, 


Ohio, a marketing services agency... . 
Carol Peles appointed sales service man- 
ager of the Reply-O-Letter Company. 
Mrs. Peles, formerly assistant production 
manager, will act as liason officer be- 
tween the firm’s N. Y. headquarters and 
its sales offices throughout U. S. A. and 
the British Empire. . . . Frank Pomerantz 
appointed director of advertising promo- 
tion of the Ziff-Davis Publishing Co., 
N. Y.C. . . . Paul Sampson, president of 
Sampson-Hill, Inc., Detroit, is the new 
president of the Mail Advertising Service 
Assn., International. Elected at MASA’s 
39th annual convention. . Charles F. 
Schwep, former president of Trident 
Films, Inc., N. Y. C. appointed manager 
of the Visual Communications and 
Training Department, a new unit of the 
American Management Assn.,_ 1515 
Broadway, N. Y. C. . Harold G. 
Shelton and Edward J. Williams elected 
vice presidents of General Aniline & 
Film Corp. by the Board of Directors. 
Randall S. Stevens appointed ad- 
vertising manager of Edwards Company, 
Inc., Norwalk, Conn. John R. 
Tierney promoted to midwest advertis- 
ing manager of HiFi/Stereo Review. 
Will work out of the Chicago office. 
On November Ist, Bauer Alphabets 
will move from 235 East 45th St. to 
larger quarters at 305 East 45th, N. Y. C. 
The European Association of Di- 
rect Mail Houses have just announced 
their official foundation at meeting held 
in Haarlem, Holland. To be known as 
Europadress. The final committee com- 
prises the following members: President: 
Fernand Hourez, Bodden & Dechy, 
Brussels. Vice Presidents: J. J. H. De 
Wit, Vierhand, Haarlem and Daniel 
Verge, Bottin-Addresses, Paris. Sec.- 
Ireas.: Emil Adler, A.W.Z., Basel. Ad- 
visory Member: W. J. Merrick, Chad- 
wick Latz, London. Headquarters is in 
Basel, 2 Spitalstrasse, Switzerland. 
Two appointments as vice presidents of 
the Association of Industrial Advertisers 
have been announced by Jay M. Sharp, 
chairman of the board of the associa- 
tion and manager of general advertising 
of Alcoa, Pittsburgh. Frank I. Aliebaugh 
named vice president, media. John 
DeWaif named vice president, research. 
Both will serve for two-year terms.® 
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Open end envelopes 
for every type 


of Catalog Mailing 


Just as every woman knows somewhere, waiting, 
is her perfect mate—so it is, sure as shootin, that 
every catalog mailing has its perfect envelope. 
THE ONE, that by nature, closure, construction, 
will reach its prospect in perfect order, intriguing, 
winning immediate attention. 


To assure your mailings this kind of togetherness, 
bring your problems to Cupples-Hesse. Here 
creative design performs envelope magic, comes 
up with practicai solutions that please direct 
mailers with the envelope, pleases them more 
with results it helps to bring. 


Call your local representative today for information. 
Consult yellow pages under “Envelopes” or “Tags.” 


Cupples-Hesse Company 


Division of St. Regis Paper Company 
ST. LOUIS 15, 4110 N. Kincshichway /oerRorT 16, 3635 MICHIGAN ave. [oes MOINES 13, 1657 E. MADISON AVE. 





FOR FIRST TIME in many years, | am not writing a 
blow-by-blow report of an annual direct mail conven- 
tion, I’ve always had to write those reports in a hurry 
to make a press deadline and while all tuckered out 
from the hullabaloo. In these days of confusion and 
there are so many other things to scuttlebuit 
- 8O InNany con- 


alarms... 
about. Not enough room here anyway 
vention items will spill over into Short Notes. Othe 
pages of this issue carry stories about award-winning 
campaigns and election of directors and officers. Those 
who were at the Americana in Bal Harbour, Florida 
know what happened; those who missed the shindig saw 
the programs in the advance promotion. So no use to 
repeat program details. 

Vital statistics: There were over 850 full registrations 
for the four meeting days, but another 200 registered 
for and attended individual sessions. There were 904 
well-fed and entertained people at the annual banquet. 
As predicted, the hotel facilities were wonderful. Most 
popular features were, as usual, the circles or tables of 
information, where folks could get their questions an- 
swered. But, also as usual, the best part of any conven- 
tion is just getting together with old and new friends. 
Everyone seemed to have a profitable and good time. 
Due to special advance arrangements made by the editoi 
of The Reporter with the Governor, the Chamber of 
Commerce and leading meteorologists, we succeeded in 
delivering spotty weather. Rained sometimes to keep folks 
indoors for meetings. Enough hot sunshine to please the 
poolside loafers. It's good to be back to the front porch 
and we won't have to start talking about the 1961 New 
York convention until next summer. 


I WAS SURPRISED at reactions to the last four lines 
of September Scuttlebutt. Some correspondents thought 
I was unpatriotic or undemocratic for suggesting that 
public-contactors shouldn’t wear Nixon or Kennedy cam- 
paign buttons no matter how intense their feelings. I 
did not mean that businessmen shouldn’t be interested 
in politics or work for and support the candidate of their 
choice. I was referring to salesmen or saleswomen 

person-to-person salesmanship in any field, including 
service spots. It’s hard enough for a sales or service 
person to make a good impression without deliberately 
creating antagonistic barriers. In any presidential cam- 
paign the country is fairly evenly divided . . . 
to fifty-fifty. Rarely ever sixty-forty. Therefore, a sales- 
man wearing a political badge is bound to irritate (sub- 


very close 


consciously) nearly half the people he tries to impress. 
That’s why I get my dander up when I see a sales or 
service person of any kind wearing a political badge . . . 
even though it happens to promote my own voting choice. 
Sorry if I caused any mental anguish or confusion 
but I think most sales and advertising managers would 
approve of a policy of strict neutrality (on the surface, 
that is). By the time most of you read this . . . the 
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The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


battle of 1960 will be over. I hope those who sullied 
the campaign by advocating religious bigotry will crawl 
back into the woodwork. But no matter who wins the 
final decision, let’s all follow the sign-off of Schlitz sports 
commentator, Guy Bagli, “Win or lose be a good 
sport.” 


DON’T THINK FOR A MINUTE that | am opposed 
to citizens having an interest in the political scene. We 
should all be closer to our representatives in Congress. 
| liked a timely article in the September-October 1960 
issue of Better Living, employee house magazine of 
E. 1. duPont deNemours & Co., published by the Public 
Relations Dept., Wilmington, Delaware. Editor Myron 
Emanuel tackled a subject other industrial editors should 
promote: “How You Can Be A Conscientious Constitu- 
ent.” As an opener to the four pages of illustrated in- 
formation, a Will Rogers wisecrack was revived — “A 
democracy is a type of government in which everybods 
knows how things should be handled except these we 
elect to do the job.” And then the article describes the 
work of one Congressman, Vaughan Gary of Richmond, 
Virginia, who represents 335,000 constituents, among 
which are 3.600 duPont employee families. The story 
explains what it’s like to work before “the largest gal- 
lery of cantankerous kibitzers ever known.” The average 
Congressman needs and should get the advice and sup- 
port of his constituents . . . for, as the fine article 
concludes “The individual U. S. citizen still has 
enormous power to wield in the conduct of his govern- 
ment. He also has a duty . a duty to accept his gov- 
ernment’s failures, as well as successes, as his own.” 
\ sobering story well told. Hope Mr. Emanuel can fur- 
nish reprints for interested Reporter readers. 


WHILE IN AN EXPLAINING MOOD .. . I really 
have to apologize for another item in September Scuttle 
butt (page 60). In reporting on the strange releases 
issued by some postmasters, telling patrons how to get 
rid of third-class mail by writing “refused” on each 
piece where return postage is guaranteed . . . 1 gave 
the impression that the New York City Post Office was 
involved. Postmaster Robert K. Christenberry assured 
me that his office did not issue such a release. That is 
entirely correct. In mentioning the publicity in New 
York City, I should have specified that The New York 
Times reported on a release issued by the Brooklyn Post- 
master (New York and Brooklyn offices entirely sep- 
arate). So my apologies to Mr. Christenberry and his 
capable assistants, 

However, while rechecking the New York City angle, 
we were able to uncover the rest of the story. None of 
us could understand why the same type of postmaster 
releases should appear all over the country with prac- 
tically the same wording. We had clippings from such 
scattered places as Hartford, Conn.: Center, Texas: 


51 





Branch, Colo.; Jackson, Miss.; Knoxville, Tenn.: Rock 
Hill. s. { (Aspen, Colo. : Decatur. Ind. (Don’t know 
how many other cities carried the story.) At first, we 


all thought someone in Washington had instructed the 


postmasters to issue the releases, but Ed Riley assured 


inquiring association executives and Congressmen that 
the Department had no hand in the activity. 

Then . . . the truth was uncovered by direct mail 
detectives who want to remain anonymous. The whole 
idea originated in Salt Lake City, Utah. The National 
Association of Postmasters, with headquarters in Wash- 
ington, has an Educational Committee. That committee 
was headed some years ago by oul old friend, Buddy 
Mayo of the University of Richmond Post Office. who 
worked with Harry Porters DMAA liaison committee 
in furthering post otlice patron cooperation, For some 
reason that liaison was discontinued after Buddy retired 
from the job. The present chairman of the NAPUS 
Committee on Education is Salt Lake City Postmaster 
D. R. Trevithick. He has admitted that the NAPUS 
project for July 1960 was a suggested release concern 
ing the refusal of third-class mail. (We have a copy of 
suggested release and most of the local stories followed 
it exactly.) It was mailed to approximately 3,000 post- 
masters across the country and was just one of some 
forty educational releases (on various subjects) issued 
in recent years by the committee. 

That’s about the whole story except that | am 
inclined to agree with Postmaster Trevithick that the 
NAPUS Committee meant no actual harm to direct mail 
It was just an unfortunate mistake in judgment that 
the committee went along with past and current news 
paper propaganda against direct mail . . . and attempted 
to answer the question allegedly asked by patrons, “What 
can be done to prevent receipt of unsolicited and un 
wanted third-class matter, especially advertising circu 
lars?” 

As a result of the episode, there may be closer co 
operation in the future between the Postmasters Asso- 
ciation and direct mail interests. We can be thankful 
that a big majority of the 3,000 postmasters (such as 
Robert K. Christenberry) recognized the danger of the 
suggested July release .. and did not issue it to local 


papers. 


SPEAKING OF POMPOSITY (as we did in August 
Scuttlebutt } . . had a friendly criticism from Donald 
Lasser, president of Station WICH, Norwich, Conn. He 
didn’t like my statement about radio commercials being 
dull. Says his are definitely not. I was wrong . . . should 
have qualified. Many of the commercials on independent 
stations are spritely and stimulating. We should not con 
demn all of a medium for the sins of a few. 


REMEMBER . 
on third-class mail received by a semi-retired. well- 
heeled neighbor during a 30-day period ? Those 118 


in a previous Scuttlebutt, I reported 


pieces analyzed were all mailed before the July 1 in 
crease in bulk rate at 2'2<« There were serious duplica 
tions. After July 1. I asked the same neighbor to save 
all advertising mail for I noticed that some of the finan 
cial service houses had swung over to first-class instead 
of third. Here is another sobering report on advertising 
mail received from July -5 to August 30. 

pieces. Nineteen were single product 


There were 197 
insurance, retail store or charity promotions. The other 
178 pieces consisted of subscription promotions for 
magazines. financial newsletters or brokerage services 
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They came from only 53 companies. Nineteen companies 
had a perfect score ol only one mailing piece, which 
left 34 companies guilty of irritating duplications. Here 
is the score for duplications: Twelve companies mailed 
two pieces; five had three: two had four: nine had five: 
one had six: three had eight; one had nine: and grand 
prize for complete waste went to one company with 28 

All of us should be ashamed of this record. ve said 
it before and Vl say it again duplications in the 
mass mailing subscription and financial fields are killing 
the direct mail goose. Somebody will have to find a 


remedy. 


GOOD GRIEF! W HAT NEXT? Motivation researe h 
experts have now discovered that trying to keep a lawn 
green has been the cause of much marital unhappiness; 
has psychosomatic links with coronary thrombosis, ulcers, 


hypertension, anxiety, chronic sacroiliac conditions, back 


aches, low resistance to colds, ete. As a result of a survey. 
1 commercial outfit is preparing to manufacture and 
sell with much hoopla an “Instant Tint-a-Green Lawn 
lreatment.”” Domestic bickering and weakened ailments 
will disappear. According to the press release, other 
motivation researches will be attempted to discover thi 
“unsatisfied psychological needs of America” and to 
develop instant products to satisfy those needs Hope 
they will come up with something better than the grass 
ereener. All good gardeners know that nature shows 
you when your grass needs treatment of some kind 
Covering up with artificial green would simply hide th 
cause for alarm. How silly can press releases get? 

But not all press releases are silly. In the same mail 
with the green grass stuff, | learned about the new pro- 
gram of the Registered Shirt Laundry Assn. After con 
siderable research, laundries throughout the country will 
start selling men’s shirts besides laundering them. They 
will be guaranteed for a full year and will be delivered 
by route men. Not a bad idea, 


OBSERYV ATIONS: Proposed crusade for LYOL: Le t's 
stop talking about how economical direct mail is; how 
we can cut a half-cent off each piece by this or that 
economy. Instead, let’s preach that direct mail is the 
most expensive form of advertising; it may cost ten, 
twenty or thirty times more per person reached than 
mass media. But direct mail can produce thirty, forty 
or fifty times more action and return on the advertising 
dollar invested . . . and do it in less time. That’s the 
way to “sell” direct mail. {9 Whoever invented the idea 
that press releases must start with a dominant informative 
sentence ending with “it was announced today by John 
Glutz, director of marketing for Gigantic Chemicals”? 
And then in following paragraphs quoted statements are 
interrupted by “Glutz says” or “according to Mr. Glutz.” 
It all sounds stupid. Why not just head the release as an 
authorized statement by John Glutz, title, etc.? 99] My 
nomination for the best example of how to tell off a bully 
goes to Dag Hammarskjold, Secretary General of the 
United Nations, for his magnificently calm and judicial 
explanation of why he would not bow to the demands of 
the Kremlin’s rowdy table-thumper. 
That’s all for this month. 
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} Bluff View Drive 
Clearwater, Florida 
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+ OUR TEAM 


PLANNING 

Many years, 
thousands of 
promotions, and a 
wide variety of 
markets have 
given us the 
experience and 
background that 
may save you the 
high cost of 
errors in judge- 
ment. NO CHARGE 
FOR CONSULTATION 


COPY 

We can either put 
the finishing 
touches to your 
rough draft or do 
the complete job 


ART WORK 
Layout 
Illustration 
Spot art 


LETTERPRESS 
Reply cards 
Reply envelopes 
Outside carrier 
envelopes 
OFFSET 
sales Letters 
Circulars 
Booklets, price 
lists, etc 
Self Mailers 


MULTIGRAPHING 
Letters 
Memos 
Bulletins 


MAILING LISTS 
From advice and 
counseling as to 
markets, sources, 
etc., to complete 
responsibility. 


MAILING 

Automatic insert- 
ing right in our 
own department 
for maximum 
efficiency and 
accurate control. 








BLOAYD, 
PAPER 
PROBLEM 
y 


Choose an EAGLE-A TROJAN BOND PAPER 


TROJAN BOND COCKLE FINISH + TROJAN BOND OPAQUE + TROJAN LAID + TROJAN BOND SMOOTH VELLUM 


To get the right bond paper for every job, specify an Eagle-A Trojan Bond paper every time! The Eagle-A 
Trojan group of 25‘¢ cotton fiber bond papers offers you a choice of finishes - ideal for letterpress, lithography 


and raised printing. Every Trojan Bond paper has a fine appearance and good printing, typing and erasing 


qualities. They’re all available in standard weights and sizes in sparkling whites — and Trojan Bond Cockle 
Finish comes in attractive colors, too. Here’s your best pacqm , . . , 
choice of bond papers for business stationery and direct mail (AY FAC | } -A PAPE RS 
Pay . ‘ ; , | é J A ~ J ¥ 
with envelopes to match. For a sample portfolio, write Dept.R. Pik 
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